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‘Summit’ Session 
on ARF Magazine 
Study Set Dec. 12 


‘Reader's Digest,’ Curtis, 
Hearst Still on Fence in 
Attitude Toward Study 


New York, Nov. 27—The Adver- 
tising Research Foundation and the 
magazine industry have tentatively 
set Dec. 12 as the date for their 
“summit” meeting. 

The publishers will meet then 
with agency and advertiser repre- 
sentatives in an effort to iron out 
their differences over the compre- 
hensive magazine audience study 
proposed by ARF. 

The study, which will cost an 
estimated $800,000, already has 
been rejected by Time Inc.; other 
publishers also have displayed a 
lack of enthusiasm for the project. 
On the other hand, agencies and 
advertisers have lined up solidly 
in ARF’s corner. 

The idea for a “summit” meet- 
ing came out of a heated ARF 
board of directors meeting Nov. 14. 
In this meeting, William B. Carr, 
advertising vp of McCall’s, clashed 
violently with Paul West, president 
of the Assn. of National Advertis- 
ers. The ANA originally conceived 
the idea of a comprehensive maga- 
zine audience survey. 


@ Mr. Carr told ADVERTISING AGE 
this week that he thinks the ARF 
study, in its present form, “is a 
dead duck.” Mr. Carr said: “It’s a 
limiting study. It needs to be re- 
vised.” 

Mr. Carr, who is an ARF director 
and chairman of the Magazine Ad- 
vertising Bureau committee of the 
Magazine Publishers Assn., made 


Anti-Trust Chief 
Gives Green Light 
to Car ‘Bootlegging’ 


WasHINGTON, Nov. 27—Anti- 
trust Chief Victor Hansen told in- 
dependent automobile dealers to- 
day that his staff thinks so-called 
“bootleggers” are entitled to an 
opportunity to do business in the 
automobile industry. 

Noting that franchised dealers 
complain about cut-rate prices 
which independents charge for 
virtually new cars, Mr. Hansen 
said, “As long as merchandising of 
this type does not involve misrep- 
resentation of the mileage or the 
condition of the automobile, I can 
see no reason why this form of 
competition is not entitled to its 
test in the market place. 

“Certainly,” he added, “concert- 
ed activity by any group of auto- 
mobile dealers acting alone or in 
conjunction with automobile man- 
ufacturers to refuse to sell to any 
other group of automobile dealers 
or to any individual automobile 
dealer will come under close scru- 
tiny in the anti-trust division.” 


® He said there cannot be any 
question about the legal conse- 
quences when dealers act jointly 
to allocate territories in order to 
achieve “territorial security.” 
While he acknowledged there is 
some uncertainty over situations 
where manufacturers cut off an 
individual franchised dealer on the 
basis of complaints from other 
dealers, the anti-trust chief cau- 
tioned that dealers should not re- 
gard the current confused legal 
situation as “a hunting license.” 
He expressed approval of recent 
“dual franchising” developments 
in the industry, in which fran- 
chised dealers for “Big Three” 
brands have also agreed to handle 
the American Motors Corp. Ram- 
bler. Under this system, he said, 
the market is opened up for the 


(Continued on Page 84) 


‘Obsolescent’ Report Seen 


two smaller auto manufacturers. + 


ARF Investigates Sindlinger; 
Sindlinger Slings Arrows at ARF 


Sindlinger’s Reluctant 
Replies to Quiz Are 
Uninformative, ARF Says 


New York, Nov. 26—Albert 
Sindlinger, who in the past has 
figured prominently in research 
hassles, has now declared war on 
the Advertising Research Founda- 
tion. 

Mr. Sindlinger, head of the com- 
pany bearing his name, opened up | 
on the ARF last week, speaking 
here before the Media Research 
Directors Assn. 

He released to the press copies | 
of the correspondence he has had 
with the ARF over the past two 
months. 

This correspondence shows that 


Sindlinger at first refused to an- 
swer these questions. Instead, he 
invited the entire technical com- 
mittee of ARF to visit his offices 
here to see the operation first 
hand. 

Mr. Lehman insisted on having 
the questions answered, and last 
week Mr. Sindlinger did submit his 
answers, although he continued to 
state that “it is necessary” for the 
entire committee to visit Ridley 
Park for an appraisal. Sindlinger 
& Co. would “assume all expenses,” 
he said. 


s Mr. Lehman confirmed receipt 
of the answers, but he told Apver- 
TISING AGE they didn’t really an- 
swer the questions. 

At the media research directors’ 


the ARF, at the request of sub-| 
scribers, is seeking to appraise the/ 
Sindlinger ‘activity reports” on) 


magazine readership. 
Al Lehman, managing director 


meeting, however, Mr. Sindlinger 
directly challenged the propriety 
of the ARF appraising his work. 
He noted that the ARF is planning 
to do an $800,000 magazine study, 


of ARF, sent Mr. Sindlinger a list 
of 16 


questions to answer. Mr. | 


(Continued on Page 84) 
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NEW—A color page in Sunset Mag- 

azine in December and January in- 

troduces General Electric Co.’s 

portable rotisserie oven (Story on 
Page 3). 


Ryan Agency to 
Fold; ATA Shifts 
to Ketchum Shop 


WASHINGTON, Nov. 29—The 30- 
year saga of the Lewis Edwin Ryan 
agency neared its end today, as 
business continued to slip away. 
Mr. Ryan announced that ill health 
has forced him to resign all the 
agency’s remaining accounts, ef- 
fective Dec. 31. 

The biggest remaining item of 
business, the $350,000 Air Trans- 
port Assn. account, was awarded 
this week to Ketchum, MacLeod & 
Grove, Pittsburgh. The destiny of 
about 24 smaller accounts re- 
mained undisclosed, but the pick 
of them seemed to be following key 
Ryan executives to Robert M. 
Gamble Jr. Inc., Washington, or to 
the Ketchum agency. 

Just 60 days ago, when he lost 
Capital Airlines, his bread-and- 
butter account (AA, Sept. 30), Mr. 
Ryan, who is 78, said he was de- 

(Continued on Page 85) 


OF MARKETING 


‘New Ad Tax Threat: 


6% St. Louis Proposal 


Adclub Sets Opposition; 
Less Backing Than in 
Baltimore Is Reported 


Sr. Louis, Nov. 27—A proposal 
for a 6% tax on advertising, 
“copied” after the controversial 
legislation in Baltimore, is being 
readied here for introduction at the 


City Must Reply 
to Four Baltimore 
Tax Suits Dec. 17 


injunction Plea Cites 
Commerce Clause, Threat 
to Press, Discrimination 


BaLTrmore, Nov. 26—While the 
Baltimore administration took 
measures to tighten the recently 
passed advertising tax ordinances, 
an injunction suit filed by the 
Baltimore News-Post yesterday 
was joined in by the Baltimore 
Sun and WJZ-TV. This brings the 
number of such suits to four. 

Judge Edwin Harlan, of the cir- 
cuit court, gave the city until Dec. 

(Continued on Page 84) 


board of aldermen’s meeting Dec. 
6 by Raymond I. Harris, Demo- 
cratic alderman. 

The advertising tax, part of a 
“package deal” which also includes 
doubling the tax on utilities and 
increasing water rates for big 
industries, calls for taxing sales of 
and receipts for advertising space 
in newspapers, magazines, pro- 
grams, directories, outdoor boards, 
signs, vehicles, airplanes and 
radio and television time. 

St. Louis, faced with finding 
new revenues for its increasing 
budgets, has proposed a number of 
ways in which these revenues can 
be obtained. This is the first time 
that the “Baltimore” plan of tax 
on advertising has been suggested 
in any form. 


s When Mr. Harris’ plan for pro- 
posing the advertising tax became 
known, the Advertising Club of 
St. Louis immediately notified its 
membership by letter of the pro- 
posed legislation. At the same time 
the adclub turned over to its leg- 
islative committee the task of ed- 
ucating local advertisers and busi- 
ness men on the effect of this tax 
proposal. 

Hugo Autz, president of the 
club, said today, “We are at work 
preparing sound arguments against 
this tax and will petition for a 
hearing before the aldermanic 
committee which will study this 

(Continued on Page 84) 


Subliminal Ad Okay if It Sells: Lessler: 
FCC Peers into Subliminal Picture on TV 


WASHINGTON, Nov. 27—A some- 
what skeptical Federal Communi- 
cations Commission assured the 
public today that it is looking into 
the possibility that subliminal per- 
ception will be used to put “secret 
sell” into tv programs. 

But the commission said self re- 
straint already being exercised by 
the members of the National Assn. 
of Radio & Television Broadcasters 
and the networks provides assur- 


(Continued on Page 81) 


account, which returns to Al Paul 


Last Minute News Flashes 


Conflicts at Reach Restore Beneficial to Lefton 


New York, Nov. 29—Advertising policy conflicts led to the recent 
loss by Reach, McClinton & Co. of the $2,500,000 Beneficial Finance 


Lefton on Jan. 1. Lefton had han- 


dled the account until 1946. Harold Black, senior vp of Reach, McClin- 
ton until his resignation earlier this month, said conflicts over adver- 
tising policy between himself and Beneficial’s ad director, Alfred 
Mockett, caused him to step out of the picture rather than embarrass 
the agency. Mr. Black would not spell out details of conflict. 


Lennen & Newell Gets Freewax Account 


New York, Nov. 29—Chemical Corp. of America has appointed Len- 
nen & Newell to handle advertising for Freewax, a self-polishing floor 
wax containing an insecticide that kills bugs by contact, effective Feb. 
1. Day, Harris, Hargrett & Weinstein, Atlanta, the company’s current 
agency, will continue to handle new product development. 


Pierce May Leave McCall Corp. Chairmanship 


New York, Nov. 29—Marvin Pierce, chairman of the board of the 
McCall Corp., though he has “not had any direct management respon- 
sibilities for some time,” said today, “it is possible I might leave the 
McCall board” shortly. Mr. Pierce was succeeded last February by 


| former Gov. Arthur Langlie, of Washington, as president and chief 
| executive officer of the company; he moved up to board chairman. Mr. 
and he charged that this puts the | Pierce declined today to discuss his plans. 


(Additional News Flashes on Page 85) 


New York, Nov. 27—An agency 
executive went on record this week 
with a conditional endorsement of 
the invisible commercial through 
subliminal projection. 

In an appearance on WABD’s 
“Probe” telecast, Richard Lessler, 
vp of Grey Advertising Agency, 
said he would recommend the use 
of subliminal advertising to a cli- 
ent if he thought it could sell the 
product. 

“Advertisers for years have been 
studying the integration of the 
show and the commercial to see 
how the two can be married to 
each other,” he added. 

However, Mr. Lessler empha- 
sized, not enough is known about 
the technique as yet to determine 
whether or not it can be used ef- 
fectively on tv. 

In answer to a question about the 
critics who fear that subliminal 
advertising may give the whole 
field of advertising a “bad name,” 
Mr. Lessler compared this proposed 
selling tool with a knife, which can 
have good or bad uses but which 
in itself is not evil or unethical. 


® The interview session with the 
Grey executive, which was con- 
ducted by Howard Whitman, start- 
ed with a reference to the question 
raised by ADVERTISING AGE—that is, 
what might happen if subliminal 
projection were used on behalf of 
unscrupulous politicians. This 
question was never answered di- 
rectly on the show. 

Preliminary press releases on the 


(Continued on Page 81) 


oe eS Ca Rea OS. SOS eo, ee a re ee | oe” See Sa. | hao oe PR ge ee ee. 7 Be os eee. = oa Ad SR NR i ria go” I i See eee TR ees og UR EN Page or = a eae 
er eee a ee ie re er I et me ae SR ee ee A i ee a ae 
ee ie ee re Oe ees ee caee Fea acer Gear ee ee i ae 
A ES aN tis ia hg Oe ce ee gal MORNE Nene ESE, oT Nc Si Nae Ga a eR Dito ceases 7 I az i gC fe a hae, eI” ON ea ee. ee 
rea (coe Mee ad * eo tes: ok i Pipe Ris aa : = a ‘joes my i eee se nite ies ee ee, BE ioc i este Ts, pon. eueed iS se cc arte eae ih eee Bo Bie ; aaa ok 
eer yer ee ee gs ome iets ee Res A i ee uae Tay 7 9 U9 mace Ng ee ao Cranage Fee oe: ae eae ae 
me pigs Sieg. oe 2a ei eee Rem nS Feline ee Re ES tei eee Piet ee — oe pare es es at ke cal Ft he bom a oo er eS Co ae 
eid Se ‘ 7 2 * | oe ene pace 3 ae See er cane = tore hee ae . > ete. Sree aes oe es Boa ee i Sa 
te ei * oie eke et Wi a Ot rs 8 80) A rat Ba Ch ee ae i rats Fie RAR re aN bere, AEE get Pores ik ; oor ee 
ge, es fe . * . +5 : ie soa = Be 5 Sern gst UM RS daa SS © a eae ali ee ee x PS xa oes aa rhe oe 
Seo “ . P ' ‘ . . Sr 2) 
mee - ——————— : : = 
as — BPs 
ch : 
- 
‘TF 
“i 
oH 
iY 
a 
of a S 
aoe 2 
ee, 2 
an . 
aoe ‘i 
wa OO —————————————————————————————————————eeeeeeerrrr es 
ee re 
5 Bate } ~ ‘ : a 
Me . 7 F ee gare t a | bss 2 
i Ver . : s ee . 
oy i wr «d bis 
ang p = ~ g ¥ * 
im JB NN. ee ee Phd : 
7 ee Bi - wa oa 
Pee: * 4 . hes ag 
as af I, ba 2 
ete: ; : F . e 
ee ‘ EN ¥ Ps : 
¢ ie . law i. 2 
: + hy ghee ae 2 A ; 
r k Se . 
* in ae ale os 
Y\ -s 
7 
ae « te 
ae —— 6 
a : . ee 
Epes NEW FROM GENERAL ELECTRIC a 
aes +» + THE ROTISSERIE OVEN ee. 
ee fe eames on se metinetnentmtons # ‘ «6 es 
ee. er a ao ~ a 
CB. | a ee Seer ie ee . methine bee 
“pte: Pe mg pert te - . cas oak Meanelionel 
ont OO & cewrrar QHecctet | 7 
Sell ee EEE - 
- = | a - : f. 
se ii 4 
b hoe, ve 
ink ‘ 
*es ue 
ae <i 
Les me | 2 
ote ca 
ga > 
AS EEE no 
ite © = 
el SE 
per ops 
fet _ 
hicier a 
he ae i 
rei 
_ 7 P; 
yf a 
hiesidy “f 
Ma a 
4 : 
og = 
resis na, 
sane i Se 
” : 
Ye ae 
rs ah 
e" _ 
7; a 
: - 
: ; 
AS W 
aN 
2g gh ba 
ft 
*h 2 
Patios 4 ‘a 
7 
~ ge ap ml 
si Z 
ie re 
ser es io 
aes £ 
es ; 
a as 3 PO 9:2 2 ‘ 
a — 2 ——E 
one F 
bt 3 J 
cy | = 
aye | ¢ 
ae Ss | ; 
a ie | . f 
ace | a 
+ | 
oa | . 
nt ‘ 
> | a 
ee : 
ta ie 
¥ rs 
. ai ee ‘ 
pa 
sigh ae 
ae 
aac : 
ea 
tae 
ae 
ve Po 
pS eC ee ee 
oe et ee cs ees Zaett. pe one eae Mint e UM ee ee ee Bee aU ee ee fee Ce ee ee ia NEC PL EY Tek ane etree 
PARES Cia Port Mee ee iA wae Re IE A he i ad eg rl ie hn nanan ren i in ama EYDIacs sahara ser MOIS A? RUIN Rael aN EN" et ee ee ee a ne ee ae eee 
RADON SP haere, Rar pum BATE ATE EMM BES” + ‘ Pree eee eRe ken sgn eC ee Meee cee gree Mitte Mg Oe A et ARE ae oe ee 2 ag eee on 1h pe a i a a a Pa a Rs Balen Cenc) el 3 Oe ct ae Se & Poise tia: eae Smee ria ee es Be 
Be, Fie ic, ae i ae. teas °° Se eee ea eee Sale seme Fe his le pie eae eee ea Se eee 
i ae one re ear ee ieee) a Sle a TR a 2 oct een pti Sigal ila si cepstral ca sca <i mi aaa nid knSi SE RRIE RS ”SE  oAa ATCNRTTNY 
eeepc na re see rth area Fer gee eM de en Ge ee 2 nse metre eer ne GRE se ge ale ale ae re ene A ee eee eae a as aly ee oS peat goa. Ree 


Car Ad Race Stiffens 
as Market Gets Softer 


Buyers More ‘Knowing, 
Sophisticated,’ GM's 
Wiles Tells Sales Execs 


By Miller Hollingsworth 

Detroit, Nov. 26—Advertising 
will play an increasingly important 
part in the auto industry’s efforts to 
sell 1958 cars against what passen- 
ger car sales executives privately 
admit is a softening market. 

For the most part, the various 
companies will spend more money 
to beef up their sales promotion; 
Ford is “pioneering” by returning 
to a “new” medium—tradio. 

Ford’s car advertising manager, 
John Bowers, said his company has 
invested rather heavily in the “Ford 
Road Shows,” employing such stars 
as Arthur Godfrey, Edward R. 
Murrow, Bing Crosby and Rose- 
mary Clooney because it felt radio 
is playing an increasing part in 
America’s amusement plans. 

“After all there are approximate- 
ly 60,000,000 automobiles registered 
in this country, and nearly all of 
them have radios,” he pointed out. 


s Mr. Bowers explained frankly 
that Ford isn’t sure what it can 
accomplish by its return to net- 
work radio, but he insisted, “We 
intend to keep abreast of any 
change in media.” 

Ford will continue to use news- 
paper color ads, Mr. Bowers said, 
explaining that use of this type of 
space will be stepped up as a re- 
sult of research studies. 

Much of Ford’s advertising for 
1958 will be built around the theme, 
“Something new in the world.” 

This theme grew out of the 1958 
model Ford that was sent around 
the world between July and Oc- 
tober. 


“Of course unit sales will be a 
definite factor in our over-all ad- 
vertising expenditure,” said Mr. 
Bowers, “and we will keep our pro- 
gram as fluid as possible.” 

For that reason, he said, Ford’s 
magazine program had not jelled, 
but he said he expected it to be at 
least as extensive as in 1957, pos- 
sibly with greater use of color. 


= The one segment of the ad pro- 
gram that cannot be kept fluid is 
(Continued on Page 54) 


DuPont Goes to 
Consumer With Story 
of New Auto Finish 


New York, Nov. 26—E. I. du 
Pont de Nemours & Co. is going 
directly to the consumer to explain 
the outstanding properties of its 
new Lucite acrylic lacquer for au- 
tomobiles. Among these properties 
are (1) a choice of “glamor” col- 
ors not obtainable in other lacquers 
or enamels, (2) it’s cheaper to use 
because of a higher initial gloss, 
and (3) it’s harder, more resistant 
to oils, greases, traffic film and 
chipping. 


s DuPont explains all this in two 
full-color spreads in Life and The 
Saturday Evening Post. The first 
ads appeared in the Post Oct. 19 
and in Life Oct. 21. The second 
spread will appear in the Nov. 30 
Post and the Dec. 2 Life. 

The new lacquer will also be 
mentioned on the “DuPont Show of 
the Month” on CBS-T'YV plus a spot 
in the February color production 
of “Aladdin,” a tv musical. 

Batten, Barton, Durstine & Os- 
born is the agency handling the 
promotion. # 


Publicis, French Agency, Opens N. Y. 
Office to Seek Europe-Minded Clients 


France’s ‘Most Imposing’ 
Agency Will Not Compete 
With American Agencies 


New York, Nov. 26—Publicis— 
France’s largest advertising agen- 
cy—will open an office in the U.S. 
next year. 

Marcel Bleustein-Blanchet, 
founder and president of the 30- 
year-old agency, announced this 
move today after his arrival here 
aboard the French liner Liberte. 

The office—first to be main- 
tained here by a French agency— 
will operate in New York as Pub- 
licis Corp. It will function only as 
a service office. No space or time 


will be bought. 

M. Bleustein-Blanchet empha- 
sized that Publicis “does not wish 
to enter into competition with 
American agencies on their home 
grounds.” 

Instead, he explained, Publicis 
hopes to serve as a go-between, 
channeling accounts of European 
clients to American agencies and 
acquiring from American agencies 
accounts of clients interested in 
European markets. 


# Establishment of a Publicis of- 
fice here has been under consider- 
ation for a number of years. The 
decision to go ahead now was pro- 
(Continued on Page 48) 
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TIMELY—Mid-week predictions by the U. S. Weather Bureau deter- 

mine which of a series of weather forecast ads will be used for 

Burlington Greige Sales Co.’s campaign running Thursdays in the 

Daily News Record and Fridays in Women’s Wear Daily. Ben Sack- 
heim Inc., New York, is the agency. 


WinterSunshine Fiesta 
with Cling Peaches from Calfarnia, 
er Betty Croce: Onite Pre Cong and Macaroon Moose | 


a 
TASTY—This Cling Peach-Betty 
Crocker tie-in ad is scheduled for 
February issues of American 
Home, Ladies’ Home Journal and 
McCall’s. BBDO is the agency. 


25¢ Refund Offered 
in Cling Peach, 
Betty Crocker Push 


San Francisco, Nov. 27—The 
Cling Peach Advisory Board will 
join with General Mills in a first- 
of-the-year promotion to be built 
around three “up to date desserts 
made with California Clings and 
Betty Crocker pie, honey spice 
cake and macaroon mixes.” 

The campaign will break in Feb- 
ruary issues of American Home, 
Ladies’ Home Journal and Mc- 
Call’s, backed by Sunday and 
daily newspaper coverage in 225 
markets. 


® For the first time in any Cling 
Peach drive, according to Stanley 
Plumb, the board’s advertising and 
sales promotion manager, there 
will be a redemption offer on pur- 
chases of an ingredient item. 

The redemption offer will not 
appear in the advertising but on 
pie crust mix packages and in-store 
material only. On packages of Bet- 
ty Crocker pie crust mix will ap- 
pear this offer: “Save 25¢ on Cling 
peaches. Just send these words 
from this package and a label from 
any Cling peach can to Betty 
Crocker, Minneapolis, and we'll 
send you 25¢ in cash. Limit one to 
a family.” 

The cost will be split between 
Cling and General Mills. 

“More than 1,400,000 10-oz. and 
378,000 20-0z. packages of the pie 
crust mix will be involved in the 
redemption offer,” Mr. Plumb said. 
“Based on past experience,” he 
said, “we anticipate about a 2% 
redemption on this offer.” 

Batten, Barton, Durstine & Os- 
born’s San Francisco and New 
York offices handle Cling and Bet- 
ty Crocker respectively. + 


I. D. Co. Names Moss Agency 

I. D. Co., New York, sole U.S. 
distributor of Baret-Ware from 
England, has appointed Moss As- 
sociates, New York, to handle its 
advertising. Baret-Ware is a brand 
of metalware containers. Moss As- 
sociates has also been named to 
handle advertising for S. L. Kaye 
Co., sole U.S. importer of Daintee 
and Lovell candies from England. 
Market-by-market promotions are 
now under way, with a national ad 
campaign being scheduled for 
spring. A test tv campaign is now 
being run in certain eastern mar- 
kets. 


Philly Print Week Planned 

The graphic arts industries will 
pick its “Man of the Year” during 
the sixth annual observance of 
Printing Week in Philadelphia Jan. 
12-18. Awards for outstanding 
printing in 17 categories will also 
be made during the week. Joseph 
F. Matlack, vp, Edward Stern & 
Co., is general chairman for the 


observance. 


Advertising Age, December 2, 1957 


Ads Helped Farmer Get Bigger Share 
of Consumer Dollar, Government Says 


Via Prices, Farmers 
Share in Ad Costs—in 
or out of Co-op Plans 


WASHINGTON, Nov. 26—A Depart- 
ment of Agriculture expert said to- 
day that modern merchandising 
and advertising methods have been 
important factors which have en- 
abled farmers to get a larger share 
of the consumer’s dollar. 

In a review of recent food mer- 
chandising trends, Robert N. Welsh 


NEA Girds for New 
Defense of Second 
Class Mail Limits 

Cuicaco, Nov. 26—The National 
Editorial Assn. expects controlled 
circulation publications to renew 
attempts to crash the second-class 
mail barrier when Congress con- 
venes in January. 

The editorial association opposes 
second-class mailing privileges for 
controlled publications which have 


no paid circulations, but are sent 
to occupational groups. 


= The November bulletin of the 
NEA, which represents small-town 
newspapers across the country, 
said there may be a change of 
strategy by the free circulation 
group. Last session a House bill 
which would have made them eli- 
gible for second-class mail rights 
was defeated. This time, NEA says, 
they may try to accomplish the 
same thing through an amendment 
to the postal rate hike bill now 
before the Senate post office com- 
mittee. 

At NEA’s annual business meet- 
ing in Chicago last month, the 
group confirmed earlier resolutions 
autharizing its legislative commit- 
tee to resist efforts to change pre- 
sent postal laws requiring publica- 
tions to have a legitimate list of 
paid subscribers to be entered as 
second class matter. The group also 
recorded its opposition to efforts to 
change the present differential in 
rates between second-class and 
controlled circulation publica- 
tions. + 


Black & Decker Sales Rise 
Black & Decker Mfg. Co. and 
subsidiaries had consolidated net 
sales in fiscal 1957 ending Sept. 30 
of $52,398,544, a new high and an 
increase of 5.1% over 1956. Net 
earnings were $5,551,719, a 10.6% 
increase over 1956. The Baltimore 
company is one of the world’s larg- 
est makers of electrical tools. 


New edition just off the press — 13* printing iv 23 years! 


Now available to the public! 
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NOW AVAILABLE—For the first time, 

Mr. Boston Distiller Inc. will offer 

its bartender’s guide to the public 

with this page in Esquire in Jan- 

uary. The guide was first printed 

in 1935. Reingold Co., Boston, is 
the agency. 


of the agricultural marketing serv- 
ice pointed out that consumers 
spent 25% of their income for food 
in 1957, compared with 22% in 
1939. 

Despite greater processing, pack- 
aging and merchandising costs, he 
said, the farmer continued to get 
the same share of the food dollar 
that he got in 1939, indicating that 
the cost of these marketing tech- 
niques was absorbed as a result of 
the increased efficiency they intro- 
duced. 


® Pointing out that the increase 
in spending for food was contrary 
to the assumption that the percent- 
age of income spent for food de- 
clines as income increases, he com- 
mented that greater spending for 
food was not surprising in the light 
of more highly nutritional foods 
being consumed, the many services 
and conveniences that have been 
added to food products and the ag- 
gressive merchandising job that has 
been done. 

“One may wonder what our farm 
situation would be like if the same 
market basket of foods were pur- 
chased today as in 1935-39,” he 
said. “It is estimated that purchases 
on that basis would require only 
16% of the consumer disposable 
dollar.” 


® His report on the farmer’s stake 
in modern food merchandising was 


(Continued on Page 83) 


U.S. Tobacco Ads 
Tout King Sano’s 


Low Tar Content 


New York, Nov. 26—U.S. Tobac- 
co Co. will break full page ads in 
about 24 newspapers the week of 
Dec. 1, which will be repeated 
weekly for one month stressing the 
point that its King Sano cigarets are 
lower in tar and nicotine than any 
other filter tip cigaret. 

The advertising, which wil] also 
be used in about eight to 12 na- 
tional magazines next month, is 
based on a new study made for the 
company by Stilwell & Gladding, 
independent analytical chemists, of 
17 brands and types of filter cig- 
arets, representing 99% of total 
filter cigaret sales. In the compari- 
son, King Sano smoke was found 
to average 0.5 milligrams of nico- 
tine and 12.4 milligrams of tar. The 
smoke of its closest competitor, it is 
claimed, contained on the average 
1.3 milligrams of nicotine and 18.1 
milligrams of tar. 


# Simultaneously with the adver- 
tising, the company is mailing 
copies of the research report to 
300,000 members of the medical 
profession. 

A pointed note in the report is 
that the tests made sought to meas- 
ure the actual weight, in milli- 
grams, of nicotine and tars which 
the smoker receives in the main 
smoke stream from the cigaret. 

J. Whitney Peterson, president of 
U.S. Tobacco Co., yesterday re- 
leased figures showing that the 
company’s earnings for the first 
ten months of 1957 were $2,659,000, 
compared with $2,227,000 for the 
same period in 1956. 

“The major point in earnings,” 
Mr. Whitney said, “is due to the 
increase in sales of King Sano cig- 
arets and the price increases on 
the company’s snuff products. King 
Sano cigarets have increased more 
than 35% in the first ten months of 


‘57, compared with last year.” # 
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Advertising Age, December 2, 1957 


‘Comfort’ Theme 
Gets $4,500,000 
Owens-Corning Push 


Wasuincton, Nov. 26—Owens- 
Corning Fiberglas Corp. plans to 
spend about $4,500,000 in the next 
year on its newest promotion—the 
Comfort Conditioned Home. 

Plans for the promotion were 
described today in a closed-circuit 
telecast from here to major cities 
where groups of builders and rep- 
resentatives of allied businesses 
were gathered. Basis of Owens- 
Corning’s three-year plan is to 
help builders promote and sell 
more homes. 

Advertising plans include 49 col- 
or pages in Life in the next 12 
months, kicking off with three 
pages in the Dec. 23 issue. 

Newspapers in major markets 
plus some spot radio will also be 
used in the consumer campaign. A 
six-page b&w ad in the December 
House & Home introduces the cam- 
paign to the trade. 


# Owens-Corning is stressing in 
the promotion “for comfort . 
full insulation” and “for conven- 
ience . . . full housepower.” In- 
cluded in the ads is a coupon of- 
fering—for 50¢—a 60-page booklet 
on “Choosing the Right Home for 
Your Family—a Guide to Getting 
the Best Home for Your Money.” 

The promotion is built around 
the cooperation of builders in put- 
ting up and displaying “Comfort 
Conditioned Homes.” The company 
will make available site signs and 
banners which repeat the emblem 
featured in advertising. A quantity 
of other promotional materials will 
also be made available to the 
builders, including ad mats and 
suggested radio spots. Owens- 
Corning stresses that the promo- 
tion is an “umbrella” and urges 
tie-ins by all who are concerned 
with home building, equipping and 
decorating. 

McCann-Erickson is the agen- 
cy. # 


Insurance Gimmick 
Sparks British 
Toothpaste Battle 


Lonpon, Nov. 26—A new sales 
promotion gimmick has appeared 
in the rugged British toothpaste 
war—a “free” accident insurance 
policy with benefits up to £500 
($1,400). 

British toothpaste makers have 
been going all out with cut price 
and premium offers and high pres- 
sure ads in a bid to double their 
market (AA, July 22). Now Uni- 
lever subsidiary D. & W. Gibbs 
and its agency, Young & Rubicam 
Ltd., have thought up a new 
scheme for Gibbs S.R. toothpaste. 

(Continued on Page 34) 


New 
Instant 
Fun! 
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INSTANT FUN—“Just add people,” is 
the theme of a new campaign for 
Arden Farms Co.’s Eskimo Pie. 
Two-color newspaper ads, like 
this, radio and point of purchase 
are being used in the Pacific 
Northwest. Frederick E. Baker & 


Associates, Seattle, is the agency. 


Here are the basic essentials for a new Comfort-Conditioned Home 


oo commence Full Housepower 
=a: PIiBERGLAS 


“C’ FOR COMFORT—Shown here is the spread from the three-page 
Life ad which kicks off Owens-Corning Fiberglas Corp.’s Comfort 
Conditioned Homes promotion. 


Hotpoint 10-Year Appliance Forecast 
Shows 9.3% Downward Shift in Sales 


_ Major Appliances Seen 
Averaging 28,600,000 
Units Annually in Decade 


Cuicaco, Nov. 27—The major 
electric appliance industry will 
ship about 286,000,000 major ap- 
pliances to the marketplace in the 
years 1958 to 1967 inclusive, pre- 
dicts Hotpoint Co., which has re- 
leased its annual 10-year forecast 
on major appliances. 

This represents a revision down- 
ward from Hotpoint’s predictions 
of a year ago. At that time the 
company thought that major ap- 
pliance shipments would be al- 
most 300,000,000 for the years 
1957 to 1966 inclusive. The same 
years on this year’s prediction 
show a total of about 272,000,000. 

One of the most decided revi- 
sions in estimates was in the ship- 
ments of b&w tv sets in comparison 
to color sets. A year ago, Hotpoint 
thought the years 1957 to 1966 in- 
clusive would bring sales of 49,- 
950,000 b&w sets and 43,150,000 
color sets. This year, Hotpoint pre- 
dicts that the same years will bring 
total shipments of 57,400,000 b&w 
sets and 34,850,000 color sets. 

Revised upward for the 10-year 
period were custom ovens (by 
2,250,000), washer-dryers (by 2,- 
453,000) and automatic washers 
(by 271,000). Revised downward 


‘Atlantic’ Advertisers 
Pay 30% Extra, Get 
73% Reader Bonus 


Boston, Nov. 26—Donald B. 
Snyder, publisher of the Atlantic, 
said today that despite a run of 
442,000 copies of the magazine’s 
100th anniversary issue—80% 
greater than an average issue—“we 


could have used another 50,000 = 


copies.” 

Mr. Snyder said newsstand dis- 
tribution of the November num- 
ber was 180,000, compared with 
the monthly average of 45,000 to 
55,000. 

“Sales were hotter than a pistol 
on the eastern seaboard,” Mr. Sny- 
der said. Boston and New York 
reordered three times; Chicago, 
Indianapolis, and Cincinnati twice. 
“Curtis has done a magnificent job 
in publicizing this issue,” he point- 
ed out. The magazine is circulated 
by Curtis. 

Mr. Snyder said the re-run, 
which came off the press earlier 
this week, was limited to 15,000 
copies since the magazine had 
printed only a limited overrun of 
color cover and insert forms. 

Advertisers, he said, also got a 
bonus. Circulation was up from 
some 255,000 to 442,000 (73%) for 
the issue, while rates were raised 
only 30%. # 


were cabinet ranges, 6,991,000; re- 
frigerators, 4,080,000; freezers, 
525,000; air conditioners, 2,600,000; 
water heaters, 5,150,000; dishwash- 
ers, 4,502,000; disposers, 3,772,000, 
and dryers, 4,312,000. 

The forecast for the years 1958 
to 1967 inclusive shows that the in- 

(Continued on Page 86) 


GE Launches New 
Rotisserie Oven in 
West Coast Markets 


(Picture on Page 1) 

San Francisco, Nov. 26—Its 
newest product—a portable rotis- 
serie oven selling for $89.95—will 
be introduced by General Electric 
Co. in eight western states starting 
the first week in December. Na- 
tional distribution is scheduled te 
begin in February. 

The western region was selected 
for the debut, GE says, because 
many of the residents enjoy out- 
door eating most of the year and 
because western informality and 
new product acceptance encourage 
both indoor and outdoor use of the 
new appliance. 


s The basic medium in the intro- 
ductory campaign will be Sunset 
Magazine with a color page run- 
ning in the December and January 
issues. From Dec. 1 through Dec. 
3, GE will use 1,200-line ads in 
newspapers in San Diego, Los An- 


As Cigaret Brands Battle for Buyers... 


Per Carton Ad Costs 
Rose to 5.4¢ in 1956 


Viceroy Is No. 1 in Ad 
Expenditure; Camel Has 
Lowest Ad-Sales Ratio 


By A. N. Stephanides 

Cuicaco, Nov. 26—For the sec- 
ond consecutive year, cigaret sales 
in 1956 continued their gradual 
recovery from the blow dealt 
them two years earlier by the 
cigaret-lung cancer controversy. 

The trend of sales of regular 
and king-size cigarets diminish- 
ing while filter-tip sales rose also 
continued. Only one king-size cig- 
aret—Pall Mall—showed sales 
gains last year. 

According to ADVERTISING AGE’s 


No Statistical Basis 
for Cigaret-Cancer 
Tie, Doctor Says 


New York, Nov. 26—Declaring 
that “the prevalence of lung can- 
cer is more related to diagnostic 
facilities than it is to smoking, air 
pollution or other urban factors,” 
Dr. Milton B. Rosenblatt, associate 
professor of medicine, New York 
Medical College, in a letter to the 
New York Times yesterday, em- 
phasizes that “a statistical associ- 
ation between smoking and cancer 
does not imply a cause and effect 
relationship.” 

“The report of the American 
Cancer Society resolution on the 
cigaret-cancer controversy in the 
Times on Nov. 2 merits considera- 
ble reflection,” Dr. Rosenblatt says. 

“The American Cancer Society 
committed itself to the theory that 
there is a direct relationship be- 
tween smoking and lung cancer and 
urged all public health agencies to 
take appropriate measures. 


s “Cancer of the lung has been re- 
corded in medical history for more 
than 150 years. In hospitals famil- 
iar with the disease there has been 
no real increase in lung cancer 
with respect to total cancers either 
in the 19th or 20th century. 

“The first attempt to implicate 
tobacco in this country was made 
by Adler in 1912. Inasmuch as 
cigaret smoking was a novelty, the 


geles, San Francisco, Portland, 
Seattle, Phoenix and Salt Lake 
City, and 600-line ads in about 30 
newspapers in 25 secondary mar- 
kets. Tv will also be used. 

The technique of introducing a 
new product on the West Coast is 
not new with GE; the company 
launched its electric coffee maker 
in the same manner three years 


Young & Rubicam, New York, 
is the agency. + 


onus was placed on cigars. With 
the greater consumption of cigarets 
in later years the blame was grad- 
ually shifted. 

“A statistical association be- 
tween two variables (smoking and 
cancer) does not imply a cause and 
effect relationship. The validity of 
etiological conclusions drawn from 
these data has been repudiated by 
eminent statisticians, including 
Joseph Berkson of the Mayo Clinie 


(Continued on Page 83) 
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DREAMY—Eljer di- 
vision of Murray 
Corp. of Amer- 
ica will run this 
color page with 
adjacent plumber 
listings in Parade 
and This Week 
Magazine, Feb. 
16, to promote its 
dream bathroom 
contest. Amer- 
ican Home and 
Better Homes & 
Gardens will al- 
so be used. Fuller 
& Smith & Ross, 
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of an Eljer bathroom 


annual survey, the leading brands 
as a whole appeared to spend con- 
siderably more in advertising in 
1956 than in 1955. This is attribut- 
able to several reasons. Salem and 
Hit Parade—two new filter brands 
—bowed during the year with 
much fanfare in their introduc- 
tory campaigns. At the same time, 
Kool, which has marketed king- 
size and regular cigarets, launched 
a filter-tip version. 


s The second reason—which ex- 
plains the statement that the in- 
dustry “appeared” to spend con- 
siderably more—is that a new 
measured medium is available for 
use in these computations for the 
first time in 1956: Spot television. 
In the past AA has used figures 
(Continued on Page 62) 


Gillette’s Thorexin 
Cough Remedy Bows 
Nationally in January 


Curicaco, Nov. 26—Thorexin 
cough medicine, first product of 
Gillette Co.’s newly formed Gil- 
lette Laboratories division here, 
will be marketed nationally in 
January backed up by a multi- 
i campaign spearheaded by 
v. 

The agency for Thorexin is 
North Advertising, Chicago, which 
also has the major portion of Gil- 
lette Co.’s Toni division account. 

The introductory ad campaign 
will be led by three network tv 
shows, followed up by spot tv in 
50 markets, a radio campaign in 
180 markets, weekly and monthly 
magazines, Sunday newspaper sec- 
tions and newspapers in 47 cities. 

The product, a cherry-flavored 
syrup packaged in a buff and white 
carton, will retail for $1.25 in drug 
stores. 


® Thorexin contains dextrometh- 
orphan hydrobromide, which Gil- 
lette describes as a non-narcotic 
pacifier of the cough control cen- 
ter. 

“It is well known medically that 
coughing is not controlled in the 
throat but by the cough control 
center which triggers the coughing 
action,” says Gillette. 

Thorexin was tested under an- 
other trade name in six markets 
this fall and consumer acceptance 
has been “excellent,” Mr. Gilbert 
says. + 


Newspaper Linage 
Off 2.8% in First 
Ten Months of ‘57 


New York, Nov. 26—Newspaper 
advertising was off more than 66,- 
000,000 lines—or 2.8%—during the 
first ten months of 1957, according 
to Media Records’ check of linage 
in 52 cities. Total this year was 
2.3 billion lines compared with 2.4 
billion lines in 1956. 

Linage losses were suffered in 
retail, department store, general, 
total display and classified cate- 
gories. In the gain column were 
automotive and financial. General 
linage was down 23,473,047 lines, 
or 6.9%. Automotive was up 4.5% 
to 151,339,813 lines and financial 
advanced 5.4% to 39,787,627 lines. 

Media Records also reported that 
linage in October alone declined 
10,819,093 lines to a total of 259,- 
037,473. Biggest percentage loss 
last month came in the general 
category, off 11.4% to a total of 
38,491,989 lines. Automotive also 
was down, dropping 689,852 lines 
to a total of 16,188,071. # 
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TV Halts Reading. 
Kills Sports Events, 
Says ‘Cosmopolitan’ 


New York, Nov. 27—Television 
gets a Christmas present from a 
magazine this year—a stockingful 
of brickbats. 

Cosmopolitan’s December issue 
carries a “special television sec- 
tion” that blames tv for killing off 
attendance at sports events, halt- 
ing magazine and book reading, 
offering shows distinguished by 
“apish mediocrity,” predicting a 
critical shortage of viewers “by 
1960,” and “driving the public back 
to radio.” 

These charges appear in the sec- 
tion’s lead-off piece, an article 
written by Maurice Zolotow, titled 
“Treasure Chest or Idiot Box.” A 
takeout on tv commercials by 
Richard Gehman, called “Jingle, 
Jangle, Jingle,” says more than 
$200,000,000 is spent for their pro- 
duction and this huge cost “may 


be held partly accountable for the 
notable decline in programming 
standards during the past two tv 
seasons.” 

An advertiser, runs the argu- 
ment, buys a cheaper show—‘“a 
certain percentage of the audience 
is bound to look at almost any- 
thing’—and can thus afford more 
expensive commercials. 


es Mr. Gehman also outlines a 
cloak-and-dagger aspect of the 
commercial tv business. “Incon- 
ceivable as it may sound, there 
actually have been occasions when 
agencies hired spies in other agen- 
cies, which may be why so many 
commercials have an agonizing 
similarity. What happens to these 
spies when they are apprehended 
has not been reported.” 

Mr. Gehman writes that agency 
men concede that there is no “ac- 
curate scientific way of measur- 
ing” whether a commercial is do- 
ing its job. 

Subliminal advertising gets its 
lumps, and the claim that it would 


serve as “reminder advertising,” 
says Mr. Gehman, is “cold comfort 
to those of us who already have 
had enough of commercials we can 
see.” # 


National Telefilm Reports 
Fiscal Year Profits Up 

National Telefilm Associates, 
New York, reports that exhibition 
contracts written in the fiscal year 
ended July 31 were up 206%— 
from $5,793,975 in the 1956 year to 
$17,720,134. Film rentals rose 187% 
from $3,818,627 in fiscal 1956 to 
$10,976,479 in the year ended July 
31, 1957. Net profits went up to $1,- 
094,031, or $1.60 a common share, 
from $441,877, or 68¢, in the pre- 
vious year. 


14 Food Chains Join SMI 

14 supermarket companies, op- 
erating 138 stores with a combined 
annual sales volume of more than 
$44,000,000, have been accepted for 
membership in the Super Market 
Institute, Chicago. 


Which is “ 
of The 


Each of the above trio enters the modern 
building of The Sunpapers daily. Two of 
them function in a world of typewriters, copy 
boys and adding machines. The third re- 


treats to a battered drawing board (of his 


own battering), emits an earthquake-style 
groan, then proceeds to put on paper one of 
the penetrating cartoons Baltimore has come 
to know and‘love so well. Which one is he? 


Try these clues for size. 


1. Look for a big man. A man who frater- 
nizes so faithfully with food that even H. L. 
Mencken, in an odd awed moment, said he 
had the makings of the finest belly in all 
Christendom. He’s not corpulent, mind you 
—just tremendous. And so, 
readers, are his cartoons—for over 30 years. 


2. Look for a gregarious man. His cartoons 


add a third 


Mr. Cartoonist” 
Sunpapers ? 


many others are ink for our man’s pen, and 
fair game for his inventive mind. He’s often 
caustic, never cruel. He knows, likes and 
understands people. 


3. To this gargantuan and gregarious man, 
“g’’— gifted. We don’t call 
him Baltimore’s ‘‘Mr. Cartoonist” lightly. 
Whether his subject is local or international 


—whether his vein is somber or sunny —he 


say Sunpapers 


on the local scene receive high marks not so 


much because they’re well drawn, but be- 
cause they’re so true to type and stripe. The 
harassed hack driver; thé slick politico, the 
“I go straight back to Lord Baltimore” 
(and sometimes he wishes she 
would!), the tortured taxpayer—these and 


dowager 


has the knack of truly making a picture 
count for a thousand words. We’re sure our 
readers learned as much about Hitler and 
Mussolini and Stalin—their natures as well 
as their features—from his cartoons as they 
did from the editorial columns on the same 
page. And overriding all of his work is a 
sense of humor, a sense of proportion, a 
sense of common sense. 


Which one is he? He’s the man on the right— 
Richard Q. Yardley by name. Next to him is 
Ernest Baugh, 
papers. And on the left is Francis S. Whit- 
man, assistant business manager in charge of 
advertising. He’s a good man to know, too. 


editorial writer for The Sun- 


The Baltimore Sunpapers 


Combined Morning and Evening circulation 410,013—Sunday 326,550 


National Representatives: Cresmer & Woodward, Inc.—New York, San Francisco, Los Angeles 
Scolaro, Meeker & Scott — Chicago, Detroit 


Advertising Age, December 2, 


1957 


Highlights of This Week's Issue 


Car makers plan more and more adver- 
tising to sell 1958 cars in a softening 
market, with Ford “pioneering” in a 
“new” market—radio 


DuPont takes the story of its new auto 
finish, Lucite acrylic lacquer, direct 
to consumers, telling them about its out- 
standing qualities 


The Cling Peach Advisory Board, General 
Mills’ Betty Crocker, join in a first-of- 
the-year promotion Srenasorareci a 25¢ re- 
FUNG OFFET occ —_ Page 2 


The National Editorial Assn. prepares to 
oppose an expected attempt by con- 
trolled circulation magazines to ‘‘crash” 
the second-class mail barrier when 
Congress reconvenes in January ..Page 2 


U.8. Tebaceo Co. touts low-nicotine, low- 
tar content of its King Sano cigarets 
in new ad promotion 


Publicis, outstanding French advertising 
agency, opens up New York office, but 
says it will not compete with U.S. 
agencies; seeks to find U.S. advertis- 
ers interested in European market and 
will offer U.S. agencies European 
advertisers interested in U.S. mar- 
ket 


Advertising has helped the farmer get 
a larger share of the consumer’s dollar, 
Department of eee experts 
Say sorts eeedenasen Page 2 


Per carton ad costs for cigarets rose to 
5.4¢ in 1956, Advertising Age study 
finds; filter sales rose while regular and 
king-size sales declined, and advertis- 
ing budgets went up cconatsied Page 3 


There is no statistical basis for a tie be- 
tween smoking and lung cancer, doctor 
says in letter to New York Times. He 
asserts the prevalence of lung cancer is 
more closely related to diagnostic fa- 
EE eS 


Owens-Cerning will spend $4,500,000 in 
the next year on its newest Fiberglas 
promotion—the Comfort Conditioned 
Home. Insulation with Fiberglas to in- 
sure more comfort will be the featured 
theme .. snes aanninndiies Page 3 


British pa makers have a new 
gimmick for selling their products: free 
insurance for toothpaste users .Page 3 


Gillette will introduce a new cough medi- 
cine via its new division, Gillette Lab- 
oratories, starting in January. Called 
Thorexin, it is a cherry-flavored syrup 
with a non-narcotic pacifier, dextrome- 
thorphan hydrobromide Page 3 


General Electric introduces a portable 
rotisserie oven for $89.95. Product bows 
on West Coast, will be introduced to 
rest of nation subseq tly Page 8 


Newspaper linage was off 2.8% in the first 


ten months of 1957, Media Records 
check of nee in 52 cities re- 
eee eee Page 8 


Northwest salmen packers launch national 
education program using publicity, with 
main focus on food editors of daily 
newspapers, newspaper sections, wom- 
en’s magazines, radio and tv ........ Page 16 


Motion picture theater men are told to 
keep eye on subscription tv, but to 
concentrate on selling tickets .Page 18 


National Distillers Products Ce. will 
launch $1,000,000 ad program in 1958 


for Vat 69 scotch whisky 


New ti i ad is a campus 
desk blotter. Ad-blotters will be passed 
out free to at least 1,000,000 students, 
WEL COFTY BAB ...-ccccrcecreressessreseesorees Page 21 


Toilet Goods Assn. extends invitation to 
all members of the cosmetics industry 
to use its board of standards in order 
to head off possible government inter- 
ference with their advertising .Page 22 


Page 20 


ai 


Canadian Broadcasting Corp., Canadian 
admen say “subliminal perception” will 
not be allowed on tv screens of Ca- 
III, - eiccesegngirternersnpeemenenctinn Page 23 


Industry must increase its use of market 
research techniques to combat “in- 
creasingly more expensive cost of mis- 
takes,” Bristol-Myers’ merchandising 
manager says ......... — Page 2 


Bids for commercial television rights in 
Ireland are made om U.S., French and 
Irish operators ............. Page 2 


British bicycle manufacturers, retailers 
join in promotion to stimulate the pop- 
ularity of cycling .... Page 42 


Product of U.S. goods and services in 
U.S. should grow to more than $650 
billion in ten years, Arno Johnson says 
in article in Drug Topics Page 42 


Newspapers, magazines should help li- 
quor advertisers get better positioning 
of ads, more effective merchandising, 
find ways to make use of media more 
effective through special issues, Na- 
tional Distillers’ ad exec says ..Page 42 


Cancer may have many causes, not just 
one, Robert C. Hockett, associate sci- 
entific director of the Tobacco Industry 
Research Committee, says ............ Page 44 


Ford Motor Co. eliminates central mar- 
keting staff which it set up with much 
fanfare in 1956 ‘ 


Robert Harper rose from publishing a 
school paper to his present post as pres- 
ident of National Business Publica- 
tions ; 


Four New York milk cooperatives set a 
$1,000,000 per year promotion campaign 
to boost milk sales Page 58 

Increase merchandising skills to compete 
with non-food products on _ shelves, 
foods canners are told adh food chain 
executive Page 58 


Billboard per va Fidelity and Audio- 


craft . Page 59 
REGULAR FEATURES 
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You Ought to Know 


AIM FOR THE MOON 


PERFECT ENGRAVINGS ARE YOUR BEST 
AMMUNITION WHEN SHOOTING FOR THE MOON. 
USE DOT ENGRAVERS FOR THE VERY BEST. 
COLOR AND BLACK AND WHITE. 


g od Engravers ly Ine. 


600 W. VAN BUREN ST. 


CHICAGO 7 
STATE 2-5367 
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SPORTS -2" 
ILLUSTRATED. 


GUSH BUSCH AND FORINDS 
Ay THE CRUAERPUR HONS Gy 


2 Se 


One of the expanding forces in today’s 
world is sport. SPORTS ILLUSTRATED 
reflects the fact that man is not merely a 
man who works, or a man who prays. He is 
also a man, who plays. 


For example, baseball occupies the minds of 
sportseminded Americans almost all year 
round, It calls for scouting reports, previews, 
all the information-in-depth which helps the 
fan enjoy the game more. 


‘SPORTS - = 
ILLUSTRATED 


Whar a sat 


ae editorial background of SPORTS ILLUSTRATED 


SPORTS -=- 
ILLUS RATED 


The right to play is the right to the pursuit 
of happiness. Sport will no more be denied 
expression than man’s art, his skill, his sor- 
rows. For sport is what no one has to do and 
everyone wants to do. 


ILLUSTRATED 


pen woaan says. YOU CAN PLAY IN THE 70s! 


Or take golf. Here your readers, more likely 
than not, are participants as well as specta- 
tors. They want not only a personalized look 
at the tournaments, but they want to know 
how they themselves can play better. 


SPORTS =z2< 
ILLUSTRATED 


Such is the scope of this magazine that re- 
flects a central trend of modern American 
life. For sport today is more than hitting a 
ball. It is a chance to develop new interests 
and renew old ones. 


[t's a new focus on living—a re-orientation of 
how people look at their lives—an awaken- 
ing to the endless opportunities which grow- 
ing leisure gives to modern man and his 
family. 


SPORTS “= 
LLU ISTRATE D 


Never before have opportunities for sport 
been so widespread. Yet until three years ago 
sport had no adequate expression of its true 
place in modern life. SPORTS ILLUS- 
TRATED was invented to fill this need. 


And so it is for sport after sport. But a 
spokesman for sport must sometimes cru- 
sade. SPORTS ILLUSTRATED ’s series on 
abuses in boxing led to the recent decision to 
break up the IBC’s domination of boxing. 
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It is a powerfully-growing force, steadily 
attracting a greater following. To chronicle 
and interpret this world to its devoted citi- 
zens is the mission of America’s National 
Sports Weekly. 


FURST oF HVE Peete 


' THE ART 
OF % 
RACE RIDING 


BY EDOIE ARCARO 


To embrace the whole coauane world 4 of 
sport was a challenge to the editors. For 
sport is a universe of individual worlds of 
particular sports, each requiring a subtly 
different approach. 


a CLEAR Ts OOM 


SPORTS =~ 
ILLUSTRATED. 


HOW TO KEEP FIT j 


And when the President’s Council on Youth 
Fitness was formed, SPORTS ILLUSTRAT- 
ED pitched in editorially with a series to 
tone up America’s muscles which has drawn 
thousands of letters, almost all from women. 


This, in capsule, is the story of the 
brightest new editorial product on 
the American scene. It is also the 
story behind the most remarkable 
marketing innovation of this decade. 

Recognizing this, more than 600 
advertisers now use its pages to reach 
the 800,000 active families who read 
the magazine each week. 

Scarcely a major department store 
in the U.S. has not already tied in 
with one or more “selling with sport” 
promotions. 

SPORTS ILLUSTRATED is in 
the middle of the fast-moving cur- 
rent of American marketing. Right 
now is the perfect time for you to 
assign America’s contemporary class 
magazine to do your selling for you 
in the competitive months ahead. 


SPORTS 
ILLUSTRATED 
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Sports Car Names Agency 
David Brown Industries Ltd., 
London, England, has named Ry- 
der & Ohleyer, Oakland, Cal., to 
handle its advertising and promo- 
tion in the U.S. for its Aston Mar- 
tin-Lagonda automobile division. 
The Aston Martin is a luxury 
sports car. The agency handles 


U. S. advertising for the company’s 
tractor and gear divisions. 


Newman Joins Kameny 

Paul Newman, formerly adver- 
tising manager of Peerless Camera 
Stores, has joined Kameny Asso- 
ciates, New York, as director of 
merchandising. 


This Week in Washington... 


Need for Mid-City Housing May 
Offset Slack-off in Suburb Building 


By Stanley E. Cohen 


Washington Editor 


‘Ghz, Toa Mela Hea Mea, F Tar 
SUT Bl HEAT | 


EVEN IN HINDUSTANI IT’S: “Sell the POST ft INFLUENTIALS —they tell the others!” 


WASHINGTON, Nov. 27—For the 
past 17 years, population has been 
shifting to the suburbs, and blight 
is settling on big urban residential 
areas. Now government analysts 
think the tide is about to turn and 
that 1958 is going to see some at- 
tractive new urban housing which 
will keep some people from leaving 
the cities. 

Not that suburbanites are ready 
to turn in their do-it-yourself kits 
and move the family back to a 
brownstone row house. For the 
most part, young families will con- 
tinue to concentrate in the suburbs. 
But beginning in 1958, some ob- 


WHY THE DES MOINES REGISTER IS UNIQUE AMONG NEWSPAPER MEDIA 
AND BELONGS ON EVERY NEWSPAPER SCHEDULE. 


MORE THAN Ge: 


of Iowa’s 1,920,000 adults 
read the Des Moines Sunday Register 


The Des Moines Sunday Register is much more than a 
Des Moines newspaper. It just happens to be published 


in Des Moines, Iowa. It belo 


ngs to all of Iowa. More than 


two out of three adults in the entire state read it. 


The total size of the market it delivers is one of the biggest 
newspaper-delivered markets in the nation. Only 7 cities 
in the United States have newspapers with greater circula- 
tion than the Des Moines Sunday Register. 


Whatever your list of markets, this unique medium be- 
longs on your newspaper schedule. It’s the one effective 


way to sell all Iowa. . 
metropolitan newspapers co 


. covers a state better than most 


ver their city of publication. 


DES MOINES REGISTER AND TRIBUNE 


Gardner Cowles, President 
Combined daily: 350,000 « Sunday: 500,000 
Represented by: Scolaro, Meeker and Scott « Doyle and Hawley 


Advertising Age, December 2, 1957 


servers believe, builders will find 
it attractive to increase the supply 
of residential housing for childless 
or elderly couples who hunger for 
convenient central city locations, 
free from weary travel to and from 
the suburbs. 

As it looks now, builders are not 
likely to turn in spectacular results 
in 1958 or any of the years in the 
immediate future if they continue 
to rely largely on families who are 
in the market for suburban homes. 
The rate of new family formation 
is in the doldrums, since most mar- 
riageables are from the low birth 
rate period of the depression, and 
the backlog of “doubled up” fam- 
ilies is at rock bottom levels. Only 
900,000 new units are needed to 
take care of normal growth during 
each of the next several years, but 
the building industry can bring 
the total to at least 1,100,000 units, 
it is said, by exploiting the un- 
tapped central city rental market. 


Some _ not-too- 
Reprieve (?) subtle comments 
for Taxpayers from well placed 


members of Con- 
gress prompted Revenue Commis- 
sioner Russell C. Harrington to re- 
verse his ground and announce 
that taxpayers can ignore the new 
line on tax form 1040 for 1957, 
which asks about expense accounts. 

The tax collector conceded that 
most taxpayers probably don’t 


Life Begins With 1040 

The Internal Revenue Serv- 
ice 

Is smitten with sweet rea- 
sonableness; 

It feels its expense account 
ruling 

Suffered somewhat from un- 
seasonableness—D. M. 


have the necessary bills and re- 
ceipts, so it probably was unfair to 
spring the question so late in the 
year. 

Don’t think his sympathetic at- 
titude will help you if you are 
audited, however. He points out 
that the information sought on 
form 1040 is the same kind that 
revenue agents have always re- 
quired when they challenge a tax 
return, 

As for next year, Mr. Harrington 
says, the taxpayer can consider 
himself on notice. In the future 
everyone will be expected to main- 
tain full expense account. infor- 
mation in their own personal rec- 
ords. 


Federal Trade 
‘Packer’ of Commission 
Mincemeat Chairman John 

Gwynne says 
there is a limit to the length he 
and his colleagues will go in rec- 
ognizing that a food concern is a 
meat packer within the meaning 
of the Packers & Stockyards Act of 
1921. 

Companies which come under 
this act are exempt from any su- 
pervision by FTC. Recently a va- 
riety of companies, from super- 
market chains to margarine manu- 
facturers, have used it to claim 
sanctuary from FTC complaints 
involving deceptive advertising or 
price discrimination. 

Chairman Gwynne’s endurance 
passed the breaking point, how- 
ever, when Hearing Examiner 
Frank Hier ruled that Crosse & 
Blackwell, Baltimore, must be re- 
garded as a packer because its 
mincemeat contains meat products. 
In reversing this ruling, the FTC 
chairman noted Crosse & Black- 
well buys no animals for slaughter 
and does not “prepare meat” as 
the term is used commercially. 

“To give the law the construc- 
tion urged by [Crosse & Blackwell] 
would bring strange _ results,” 
Chairman Gwynne observed. “For 
example, a baker who buys meat 
and puts it in a pizza pie sold in 
interstate commerce would be a 


packer.” # 
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9S days 


The event: 
the 1957 post-Narcus Food Store Spectacular, 


The result: 
the greatest food store promotion in history! 


¢ Over $50,000,000 increase in store sales! 


e Sales increases averaged from 12% to over 
100% for the 35 participating products! 


¢ Over 115,000 display kits ordered by 68,- 
000 members of the National Association of 
Retail Grocers (NARGUS)—coast to coast! 


Phe Saturday Evening 


A CURTIS MAGAZINE 
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¢ Over 1,500,000 newspaper lines and over 
500,000,000 radio-television impressions in 
all-out tie-in advertising! 


In a word, wow! What a clear, concrete example 
of Post Influence with both dealers and consum- 
ers! The Saturday Evening Post reaches Influen- 
tials on every income level. These leaders recom- 
mend, talk about things they read in the Post. 
Their word-of-mouth influence spreads sideways 
—neighbor to neighbor, friend to friend—multi- 
plying your sales force by millions !* 


SOURCE: BASED ON FINAL AUDIT BY DON WHITE, 


that increased food store sales by 


$50 MILLION! 


The word is getting around among advertisers, 
too! 187 néw advertisers are in the Post this year. 
Advertisers will invest over $90,000,000 in 1957. 
And everything points to new records for 1958. 
The food industry, for instance, is now excitedly 
planning an even bigger post Food Store Spec- 
tacular for next September, with the more than 
100,000 NarGUs members, There’s room for you, 
too, on the Post brand wagon. Come aboard! 


*Post circulation is at an all-time high—with over 
5,600,000, publisher’s estimate for the Nov. 9 issue! 


INFLUENTIALS -they tell the others! 
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MPA Remodels 
Organization in 
Absorbing MAB 


Doubled Promotion 
Budget Is Expected to 
Be ‘at Least’ $400,000 


New York, Nov. 27—Merger of 
the Magazine Advertising Bureau 
into the Magazine Publishers Assn. 
—in the works since last July— 
was a fact yesterday. 

William B. Carr, vp of McCall’s 
and chairman of the new MAB 
committee of the MPA, said the 
combined operation “sees the ad- 
vertising side of this business for 
the first time working in harmony 
with the rest of the industry.” 

The new setup provides maga- 
zine publishing, he said, with “a 
strengthened central bureau and 
with information, research and 
other activities serving all ele- 
ments of the advertising business, 
as well as the publishers.” 

Mr. Carr indicated that a new 
information and promotion pro- 
gram boosting magazines would 
get a budget of “at least” $400,000 
next year. This would about double 
past budgets. The program includes 
promotion, publicity, research and 
service to advertisers and agencies. 


® Magazines will use (1) paid 
space in the advertising press, (2) 
regional meetings to spur space 
salesmen and to carry the maga- 
zine story to potential advertisers, 
(3) the magazines’ own pages to 
tell the industry story, and (4) in- 
creased service by the MAB com- 
mittee to the advertising field. 

Mr. Carr conceded that business 
papers represent a “problem” in 
the forthcoming program. “There 
is no question about that,” he said. 
“But I have a strong feeling that 
there is more in this program for 
business papers than meets the 
eye.” 

The MAB integration with MPA 
will result in the abolition of the 
office of president of the MAB, 
long held by Frank Braucher, who 
will become a consultant to the 
bureau Jan. 1. W. H. (Moon) Mul- 
len will continue as MAB director, 
which henceforth will be the top 
title in that committee. 


s A research and statistics com- 
mittee—one of six groups assigned 
to various fields—will “collect and 
organize facts and _ information 
about magazines as a medium and 
explore new methods for measur- 
ing the editorial and advertising 
influence of magazines.” This com- 
mittee will be headed by A. Ed- 
ward Miller, of Time Inc., and 
Donald M. Hobart, of Curtis Pub- 
lishing Co. 

Other committees cover sales, 
merchandising and credit. The 
credit group will “devise means for 
the collection and dissemination 
of credit information on MPA 
members.” 

MAB projects include a slide- 
sound film, “Ideas for Sales,” pre- 
pared for advertisers’ sales forces, 
in collaboration with the magazine 
committee of the Assn. of National 
Advertisers, and an expansion of 
the MAB research library. Other 
projects, involving promotion, re- 
search and industry relations, will 
be announced shortly. 


2 In the future the MPA-MAB 
will “produce programs broad 
enough to encompass the diverse 
interests” of 102 separate publish- 
ing corporations, which publish 
about 250 separate magazines. To 
do this, and simultaneously to 
make the programs “sharp enough 
to engage the attention and action 
of advertisers, is no small task,” 


oe 


NEW IN CANADA—Canadian Tabacofina Ltd., Montreal, has intro- 

duced these two cigaret brands, packaging and trade marks of which 

were designed by Jim Nash Associates. Both brands are handled by 
Walsh Advertising Ltd. 


Re 


Mr. Carr said. 

“It will take the very best ad- 
vertising brains the magazine in- 
dustry can supply. In addition, it 
will require tremendous work, pa- 
tience and persistence, a marked 
degree of open-mindedness and a 
willingness to compromise individ- 
ual benefits for the good of the 
whole. We believe it is worth the 
effort—and we believe it will suc- 
ceed if we stick at it.” 

With the integration of MAB ac- 
tivities with those of MPA, sup- 
port will come in 1958 from “dues 
payments from present member- 
publishers.” In 1959, after comple- 
tion of integration, “an entirely 
new base for revenue will be de- 
termined.” # 


National Theaters 


Buys ‘Star’ Stations 
for $7,600,000 


Kansas City, Nov. 26—The 
Kansas City Star yesterday sold its 
radio and _ television stations, 
WDAF and WDAF-TYV, to National 
Theatres Inc. for $7,600,000. 

The sale was required under a 
consent decree filed Nov. 15 (AA, 
Nov. 18) which ended a long 
federal anti-trust suit against the 
Star. Emil A. Sees, advertising 
director of Kansas City Star Co., 
said, however, that the stations 
had been up for sale for the past 
six months. 

Elmer C. Rhoden, president of 
National Theatres, said purchase 
approval would be sought from 
the Federal Communications Com- 
mission within 10 days. It is the 
first purchase of radio or television 
stations by the company, and Mr. 
Rhoden said it is the first major 
step in a move toward diversifi- 
cation of the company’s theater 
interests. 


® The anti-trust case stemmed 
| from charges that special discounts 
| for newspaper space were given 
to broadcast advertisers and that 
advertisers who did not use the 
Star were denied access to WDAF- 
TV during the period when it was 
the only tv outlet in Kansas City. 
The decree also requires changes 
|in the newspaper’s advertising 
|and circulation rate structures to 
prevent alleged monopolization in 
the dissemination of advertising 
and news in the Kansas City 
area. # 


|Greenthal Has United Artists 
In reporting that Warner Bros. 
Pictures has moved its advertis- 
ing account to Buchanan & Co. 
(AA, Nov. 25), ADVERTISING AGE 
incorrectly stated that Buchanan 
also handles United Artists Corp. 
Actually Monroe Greenthal Co., 
New York, handles United Artists, 
and has done so for many years. 


ABC Uses Musical 
Presentation to 


Lure More Sponsors 


New York, Nov. 26—If a highly 
entertaining, fast-paced production 
can sell radio, ABC should be pick- 
ing up a lot of new business soon. 

The “Fun Radio” musical pre- 
sentation was staged here this 
morning before a full house of 
agency, advertising and affiliate 
executives. The purpose: To ac- 
quaint potential buyers with the 
network’s new all live lineup. 

One after another the stars of 
the Monday-through-Friday ABC 
schedule came on to display their 
platform personalities and to in- 
troduce the supporting players on 
their show. 

Most of the performers, all of 
whom are being pitched as sales 
as well as entertainment personali- 
ties by the network, demonstrated 
the kind of treatment commercials 
will get on their shows. 


®# Real products were used in these 
salesmanship demonstrations, 
whose effectiveness were greatly 
enhanced by the fact that all the 
performers worked without scripts. 
Each example combined casual 
talk with well-rehearsed, carefully 
orchestrated jingles. 

Of the six featured products, 
two—Nescafe and Winston—are 
current ABC clients. The four oth- 
ers—Listerine, Chrysler, Pepsi- 
Cola and Libby’s frozen foods— 
ABC would like to have as clients. 

The salesmen who gave a cap- 
sule demonstration of their sales 
techniques were Herb Oscar An- 
derson, Jim Reeves, Jim Backus, 
Merv Griffin, Bill Kemp and John- 
ny Pearson, all of whom now star 
in their own ABC shows. 

A somewhat dif*srent approach 
was taken by veteran Don McNeill, 
whose “Breakfast Club” has been 
one of the network’s most success- 
ful attractions for years. He did 
not show how he handled com- 
mercials; instead he talked about 
his liking for getting the audience 
into the act whenever possible— 
even in the commercials. 


s But he pointed out that such 
tactics can be dangerous. There 
was for example a candy account 
—Rockwood—that he lost after a 
spontaneous interview with a boy 
in his audience. 

As Mr. McNeill tells the story he 
wasn’t willing to let well enough 
alone and try to move into some- 
thing else when the youngster sur- 
prised him by saying “no” to an 
offer to some “wonderful, nice, 
delicious chocolates.” When Mr. 
McNeil insisted to the boy that 
surely he would like some of this 
extra special chocolate, the boy 
assured him 
would not because: 


“When I eat chocolate, I get 


Attar of $1,500,000... 
Coty Account 
Shifts to BBDO; 
‘Big Plans’ Ahead 


New York, Nov. 27—Batten, 
Barton, Durstine & Osborn has a 
cosmetic account in the shop once 
again. 

Coty Inc., 52-year-old perfume 
and cosmetics company, is shifting 
its account from Heineman, Klein- 
feld, Shaw & Joseph to BBDO Jan. 
1, thus stepping into the spot va- 
cated by Revlon Inc. in September 
(AA, Sept. 23). 

Coty bill “more than $1,- 
500,000 now,” but a budgetary in- 
crease is predicted by William F. 
Siegel, ad director, since the com- 
pany has “big plans in view ...a 
lot of things pending.” 

Coty has been in the market for 
a new agency for the past two and 
a half months, Mr. Siege] told Ap- 
VERTISING AGE. BBDO was chosen 
from a group of five agencies, “all 
large ones,” he said. 

“We decided Coty required the 
services of a large agency,” he said, 
“not so much for the creative serv- 
ices, but for the market research, 
product development and the pool- 
ing of information possible with a 
large agency.” 


® BBDO won the account because 
“it happened to be freest—it had 
no competing products, fewer 
problems, excellent services,” he 
said. 

At Coty’s annual stockholders 
meeting, the company’s over-all 
marketing budget for fiscal °56 
was reported as $3,200,000 by 
Philip Cortney, president. At the 
same time, Mr. Cortney blamed the 
costs of advertising and product 
research as major reasons for the 
company’s net loss of $1,071,608 
for the year (AA, Nov. 4). Mr. 
Cortney, however, also predicted 
the company would show a profit 
of $1,000,000 for the six months 
ending Dec. 31. 

The account has been at Heine- 
man, Kleinfeld (the Franklin 
Bruck Advertising Corp. until May 
1) since 1950. + 


pimples on my face.” 

For itself, the network presented 
only the briefest of commercials 
—a reminder from President Rob- 
ert E. Eastman that there are 
availabilities and that the price is 
right. + 


Axelson, Bowes Part atter 
U.S. Industries Reorganizes 


Axelson Mfg. Co. and Charles 
Bowes Advertising, both of Los 
Angeles, have severed their client- 
agency relationship, effective Jan. 
1, following organizational changes 
made by U. S. Industries, Axelson 
parent company, which has named 
Boylhart, Lovett & Dean to handle 
advertising for the parent company 
and three divisions. 

U. S. Industries is establishing 
regional advertising offices to 
service its divisions, and offices 
recently established in Los Angeles 
will function as the advertising 
department for Axelson, Southern 
Pipe & Casing Co., Western 
Design & Mfg. Corp. and the 
parent company. 


Snyder to Townsend, Millsap 
William L. Snyder, formerly ad- 
vertising promotion sales manager 
of the San Francisco Call-Bulletin, 
will join the sales staff of Town- 
send, Millsap & Co., Los Angeles, 
publishers’ representative, Dec. 2. 


|He succeeds Al V. Romer, who has 
| resigned. Mr. Snyder also has been 
that he certainly|with Crowell-Collier 


Publishing 


|Co. and O'Neill, Larson & McMa- 
ihon, Chicago agency. 


Advertising Age, December 2, 1957 


McDaniel Heads 
Revised Marketing 
Setup at Hotpoint 


Cuicaco, Nov. 27—A _ long-ex- 
pected shakeup in Hotpoint Co.’s 
marketing setup was announced 
yesterday, with John F. McDaniel 
named general manager of the new 
sales and distribution department. 

L. J. Di Angelo, formerly mar- 
keting manager of custom appli- 
ances, has been named manager 
of advertising and merchandising 
and will report to Mr. McDaniel. 
P. L. Crittendon, formerly in 
charge of national advertising, will 
work on publicity under Mr. Di- 
Angelo. 

Mr. McDaniel, who had been 
general manager of the range de- 
partment and acting marketing 


manager, will have charge of the 


John F. McDaniel 


company’s major distribution arm, 
Hotpoint Appliance Sales Co., and 
responsibility for contacts with 
independent distributors. 


= The company said it will tell its 
story to dealers in an expanded 
trade paper advertising program. 
Consumer advertising will also be 
stepped up, a spokesman said, 
though plans are not yet complete. 
Television, radio, magazines and 
newspapers will be used in the na- 
tional ad program, the company 
said. 

All distribution, sales, merchan- 
dising and advertising functions 
are now integrated in the new de- 
partment. Mr. McDaniel said Hot- 
point will soon announce new pol- 
icies and will “launch the most 
intensive drive in the company’s 
history” to build and strengthen 
its dealer organization. 

Reporting to Mr. McDaniel un- 
der the new setup, besides Mr. Di 
Angelo, will be: L. E. Andersen, 
manager of special markets; C. C. 
Gramer, manager of distribution 
development and planning; W. G. 
McNeal, manager of product serv- 
ice; and Hotpoint Appliance Sales 
Co. regional managers. 

The range department has been 
combined with the customline- 
dishwasher department into the 
kitchen appliance department un- 
der Edward M. Haines. The other 
product departments are television 
receiver, home laundry and refrig- 
eration. + 


Croll Joins B. D. Adams 

George B. Croll, formerly with 
Ruthrauff & Ryan, has joined 
Burke Dowling Adams Inc., New 
York, as an art director. He also 
has been art director of Erwin, 
Wasey & Co., Sherman K. Ellis & 
Co. and J. Walter Thompson Co. 


‘McCall's’ Boosts Dardenne 

H. D. Dardenne, formerly appli- 
ance promotion manager of Mc- 
Call’s, New York, has been named 
promotion manager of grocery 
store products. He succeeds George 
Fine, who lias been named promo- 
tion manager of House Beautiful. 


Millar to ‘American Legion’ 


John A. Millar Jr., formerly with 
|Capper Publications, has joined 
| the eastern sales staff of the Amer- 
lican Legion Magazine. 
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OUTDOOR R ADVERTISING! 


OUTDOOR ADVERTISING INCORPORATED 


NATIONAL SALES REPRESENTATIVE OF THE OUTDOOR MEDIUM 
60 EAST 42ND STREET, NEW YORK 17, NEW YORK - ATLANTA - BOSTON - CHICAGO - DALLAS - DETROIT 
HOUSTON - LOS ANGELES - PHILADELPHIA - ST. LOUIS - SAN FRANCISCO - SEATTLE 
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: 10 EXCLUSIVE ADVERTISING ADVANTAGES OF “‘U.S.NEWS & WORLD REPORT”’ 


Here are ten check ints of exclusive advertising 6. Highest concentration of managerial people 


advantages of “U.S.News & Wortp Report” over 74.8% hold managerial positions, providing mana- 


, other news magazines. gerial coverage at lowest per-thousand costs. 


1. Lowest per-thousand costs 
$4.97 per page per thousand in 1958, lowest of any 


7. Most pages directed to business 
and industry 


% — No other news magazine carries as many pages of 
2. Biggest circulation growth numerically such advertising. 
; a ) a ene Saeee 8. Highest concentration of high-income families 
Z oo Lowest advertising costs for covering families with 
: 3. Biggest circulation growth percentagewise incomes of $7,500 or more and $10,000 or more. 
° Tripled in the past ten years. 9. Highest visibility for advertising 
4. Biggest advertising page growth over cenuniaaaien Wik Gada tee ne 


6-year period bility for advertising. 
From 1,116 pages in 1950 to 3,204 pages in 1956. 


10. Biggest impact on important people 


5. First in voluntary circulation methods First in number of “most useful” and “most con- 
No pressure methods, no premiums, no door-to-door fidence”’ votes by key people in business, industry, 
z salesmen. finance, government and the professions. 


: Advertising rate base for 1958-—average of more than 1,000,000) 
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,000,000 mark 


THERE’S MAGIC POWER 
IN THIS 1,000,000 

FOR EVERY NATIONAL 
ADVERTISER 


Three out of four are 
managerial men in business, 
industry, finance, govern- 
ment and the professions. 
(Average family income is 
$14,826—highest of any 
news magazine.) Their 
positions of responsibility, 
their high incomes and their 
radiating influence make 
them big enough in buying 
power and important enough 
as pace-makers to set the 
sales pattern for every 
quality product and service, 
for either business or home. 


Remember, too, this circulation 
is available to the advertiser 
in 1958 at lowest per-thousand 
costs of any news magazine. 


net paid circulation 


Why “U.S.News & World Report” 
has attracted so many of America’s 
people so important to you 


“U.S.NEWS & WORLD REPORT” has attracted a very particular : 
1,000,000 people within a single audience because they find that 
it is the one magazine that gives them the complete news 

every week in useful form. 


These are the leaders in business and the professions—people 
who know the importance of the essential news of our national 
life including world affairs. 


These are the people who have a big stake in the news because it 
touches them so directly, so importantly, and so personally. 


Just ten years ago, the circulation of ““U.S.News & World Report” 

was at the 290,000 mark. Yet the publishing purpose is exactly the same 
today as it was then: to gather and analyze the news which important 
people can apply to their business and personal plans and decisions— 
news which helps them to participate as intelligent citizens in 

the affairs of the nation. 


THE 


ee = \merica’s 
Class News Magazine 


Your agency has all the facts. They are based on public 
records or sound independent research. The detailed reports 
are always available at our advertising offices—45 Rocke- 
feller Plaza, New York 20, N. Y. Other advertising offices 
in Boston, Philadelphia, Cleveland, Detroit, Chicago, St. 
Louis, San Francisco, Los Angeles, Washington and London. 


PS. se ks hoe ee SES ee ee ee Bae = Sint. Me. TMM tn) oe gel is TE ES a nr ee RS, 5 eR eae Us SS pee ee MR Pes Oy ae de elgg MEM oT wi ae, ie 
a eee. BS LS a get ea ea kL? ofS ae Agee i | ti ieitak re eee em” Pe en ecm mre ee en ee Es eB Ge So ame oe oe 
ee fe es ee aa oe es ios gh 2, hi air ecr | S Jk oy See SEO | ee a. ate 

. = ai ee eee. ae i FTO i SON = erie ee ae a eae ee le Bee a aN a, a I a oe ee ae Mare Ten te: = ae oe aoe" i a ei EAR sai ae NR a er! So Leah as Bye 8 

.) m Sole ey are Pa IgE eggs ao eee cad * a eer Se ee ig Saw oe eer: a mee we 3 i ai | pe LS gee We eee y a < re 

Ma . ita Soe peaks ie <a as Patel deen So, en Tne # aan 5. <a £ : =, cle ant = oo o Fics Be aie al nie 2 
ene, ae ee as c 4 - oe ar" ican ee eg Ce a Meer ee: > Bel sey aie ees ea a eS iar che” oles 7 pee eet at 

i : Tee ies let seen : 4 . ‘ i 

5 v4 e ; * i eee 
ee 4 oe 
iN ee 
ate 

he ; 

om 

\ ie 

a 

= 
: 
cee 

7 

Ps ad . 

te 
Cs 
Pe Fiat Bi 

OG ON 

: : ze : 
an Peet 

ar eee 
eae ee 

ee tans 
pp iit 

ae a 

Be pos’ 

ea 3 We 

. os 
Bs ar 
: aie 

sae = — 
sai: ee 
sie ae 

be 

eel 

ee: 

xe 7 
=: ag 
ee g he ne 

gee oa i sh }3 eae 
ata: . rei 

oa . 4 a Ha 
vii te ‘ nal 

7 ; be ae = - he 

i a : * . 
ee * - i: i tees 
Saath on & oe m 2 - ie 

es eee da , ia ‘ iia 

oe v hee , 5 ; 

. . 4 

c ~ we . — . 4 
~ i “> 3 . 
- + 4 ee Fee, Yi 7, *, ; 
si Wil t aber i- i. Ba cs 

a = li . es i . t . , =" ae ay 
Pei hed ‘ . _ ey > % i 

a0 «ing  & Soe os wa 

are : a Cah OE wha + eg i wee 

e tet OR eee ot ae 

a end anne Se alee e ss ie og 
me te) ia Behe, a ae, : ; aed 

ek : 5 ee. tee ee: ye , ie 

=: z we ie, ae 
hai da - vat eee.” Be Mgnt - 

See + ee The aed sae ah ag. ima 
a ‘ The ea ar. 3 

; : has. ape ef ine *. 
fi te ‘ 
Fs i a i a ae rot ie 

me i ae QJ toa ©", oe eats, 
ot A Pi . pas = nas : - 

cab — ay 4 ; ies et ; 

Rites _ 0° ae ti ; re sae 
ee — a ese a a 
ape rs de id Mi a oe j 

2, I eae. 

a oo E Oa oe eS) - 3 ie wet 1 5, Sa elie 

shy ie, — —~ MiN o eo 
Cos, “ ‘ . at 

Se oe 
mr oe 

can mf 
fis ie m - 

2 

“tie . 

+ ; a 
et 
ae Rea 

; ms ee . 
‘ae = 
hes * ay 
a 

gee 

ieee a 
et ete os 
eee : 
ae sae 
ET 0 
vse 
ie 

Sa 

was 408 % 
aa fs 
—- < 
io = 

3% oe 
Bu = 
Ms 2 
fie 4 
ie 

aoe i 
oe 
Px, 

Re es 
TAS os 
fey a 

heme = 
et 2 | 
sa 11 Nc = ; 

Pee a 
fn b wc i 
Playas = 
72 
ae | 
~ : _ 

= * 

= a ‘ 
, * 
erty ad 3 
Pe : 

| ae 

BrRggINeee 2 

a . e0 le “ : 

ey, ro es . oa? S ; : 

: : 24 . ] ie bi k 

: * : ; 7 

. ae j 

Pe on a : ; : 
on 4 : 
ened gee : f 
| — 
H 
: 4 
ait ee me - ie | 
- 

ee we. ‘ 7 

Sets. is "i E ak Be” ge . r x ‘ : : es ~ er ha : 7 ‘ mal bi ? a Y Be sa cs - a Z i ii Rea 

Saget oc peta - petit ee eee seta. Ey SS RB se ah 0. ARES 85> Pe a fe tg eee ee ieee ee cngetpae te hee SE Nard ns EE ees (6 250 te es 
Sissi gpl gia abi eA era ee een eer hy ier ane Ade PS a my Cat ee oe A hy cigs a Se ea eee Fn ge ee ace § ener Pet ene : : ee 
‘ OP Lin eR a pe maid i ne. a Fen ate Oa eee. Mg RMN eC Sexe ae eae abil ef Sa, hal Re” gma * ie Se : Ng he te oe Vs ee é ie 

me eee wre 5 caer om = = = canes ee “ = : SE RENT RTS So Lee CL ES Ca TE eR uke NE ae ‘ETE Si q Sia Celieeare eee 
sige ho RS he eee £500 ae Beds Spans aga Aisded wget’ ae a a ae - “ yn h Sei ag wee enn RR RN rn eS ee : : meee iti siaice? Gewetas et a BA sot at 
eat eh ae cep aoe pis See ae i: toe SNES Rees ret) 2 Sana ees - 2 Ls ae iia Sig a, om De ao mais SHO 2 er i x Me tate da, bly eee is Reon ee 
thn ce iy PR Se ee oe YF ee wR TE ih! 4 a Alt et Ae SALES (Sn Gey Kg ES Pee Bs emy ie ee coe Sa Ce adc: Reese catia ra Pein. 7 ne ten BN, ke Ulla iy i i a eee a Be 7 seine or 
ae Lo ; a a oe eas ie eee amar ey > Ca Sree recs! f FS. Seer ie Siem aa Mei amen eo emer fe el, aren Meets 


12 


The Editorial Viewpoint... 


An Anti-Advertising Cycle? 


“Is it your feeling,” a young friend asked us the other day, “that 
there is a rising tide of anti-advertising talk and action? It seems to 
me that I have never heard so much discussion of advertising as an 
anti-social and undesirable thing.” 

We sighed wearily, because his question reminded us how much 
older we were than our young friend. To one of our generation, the 
present to-do about advertising is like the annual meeting of a mutual 
admiration society, compared with the shellacking advertising was 
getting in the early days of the original New Deal. 

Just the same, there can be little question that we have entered into 
an anti-advertising cycle, triggered largely, we think, by too much 
talk about advertising and its influence on political campaigns ...an 
influence, incidentally, which most advertising men do not believe is 
anywhere near as important as some would like to have us think. 

“The Hucksters” was more or less the gospel of anti-advertising 
elements of a decade or two ago, just as “100,000,000 Guinea Pigs” 
and similar books were largely responsible for the generally sinister 
image of advertising in depression years. Now “The Man in the Gray 
Flannel Suit” and “The Hidden Persuaders” are providing the picture 
of a more civilized (and therefore more deadly?) type of advertising 
man whose depredations are social and insidious, instead of personal 
and obvious. 

Sadly, Madison Ave. has come to represent a sort of unhealthy syn- 
thesis of the worst elements of Hollywood and Wall Street—symbols 
which have been losing some of the unwholesomeness which once at- 
tached to them in the public mind. 

Some of this attitude toward advertising is inevitable. Advertising 
is becoming a more and more important aspect of American life, and 
a more and more pervasive one. By its very nature it performs all of 
its functions right out in the open. It never leaves people alone. It is 
with them in their newspapers and magazines, it follows them in their 
travels, they find it in their mail boxes and their living rooms. It is 
almost impossible to escape from it, and hence it is almost impossible 
for it to escape criticism and critical analysis. 

Under these conditions we believe it is imperative for advertising 
and advertising people to consider their public relations most thought- 
fully, and to do everything that can be done to avoid legitimate criti- 
cism. Beyond this, it behooves them to be careful about ballyhooing 
advertising and its potentialities, real and fancied. 

To educate the public about advertising, what it is and how it 
works; this is important. To force it into public consciousness and to 
overstress its impact or its importance; this is the way to criticism, to 
legal obstacles, to anti-advertising reactions. 


Ferment on the Newspaper Scene 


The biggest “new” thing to hit the newspaper business in recent 
years was the introduction and rapid growth of run-of-paper color. 
But there are plenty of indications that this is not all that’s new on 
the newspaper scene. 

Last week ADVERTISING AGe carried three different items that dem- 
onstrate that this oldest of advertising media has not settled into a 
bog—that new ideas and experiments are being carried out in many 


Gladys the nes receptionist 


—William E. Johnson, Johnson-Barnett, Flemington, N. J. 


“He said they’re all renting Indian costumes and going down to Bal- 
timore,. Something about a tea party.” 


Advertising Age, December 2, 1957 


Rough Proofs 


Ruppert will no longer sponsor 
the departed Giants on television. 
Both are hoping for better things 
in 1958 in the pennant races in the 
beer and baseball leagues. 


If reports that Anheuser-Busch 
is leading Schlitz in beer sales this 
year turn out to be correct, the 
Schlitzfest in Milwaukee won’t be 
celebrated quite so enthusiastically 
as the world’s series. 


Pretty Feet is the name of a new 
cosmetic promoted by Dunbar 
Laboratories, which will hope for 
continued cooperation in building 
the market from the designers of 
women’s shoes. 


Gillette will sponsor the “world’s 
series of bowling” on NBC Tele- 
vision Dec. 13, trusting that the 
stars of the maple lanes won’t 


places. 

Symbolic perhaps of the striving to meet changed conditions and 
to meet them better were the announcement by the St. Louis Post- 
Dispatch of experimentally lowered retail rates on the day before 
Thanksgiving, and the advertisement of the Omaha World-Herald 
announcing bulk contracts, yearly insertion contracts and consecutive 
weekly insertion contracts for national advertisers, adding up to 
“savings up to 24%” for “general rate advertisers using adequate and 
consistent schedules.” 

And then there was Anton Bondy, print media manager of Lever 
Bros. and head of the ANA newspaper committee, telling a meeting 
of the American Assn. of Newspaper Representatives that “newspaper 
packages’”’—groups of newspapers blanketing large interurban areas 
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—are the coming thing. 
There is plenty of evidence that 
well as newer advertising media. 


Oxygen by Whiff 

A number of industrial! firms are 
reported to have installed machines 
which dispense doses of oxygen 
which may be inhaled by pressing 
a button. Workers are encouraged 
to use the machine frequently, and 
breathe the oxygen for the lift that 
it is reputed to give and the exhil- 
aration that is said to follow. 
These oxygen inhalations are be- 
lieved to make the workers feel 
better, to increase work output, 
and to engender a general feeling 
of amity and cooperation among 
the personnel. 

It is deplorable that the practice 
of indiscriminate oxygen whiffing 
has not been put to a comprehen- 
sive test, before it was made avail- 
able under such’ more-or-less hap- 
hazard and uncontrolled usage. 
The atmosphere in which we live 
contains 21% oxygen—but that 


gen are innocuous... 
The fresh air and ozone myth 


grettable that this new and untried 
turn of the myth has come up in 
what appears to be a spreading 
craze. Salt and dextrose tablets are 
fine—but oxygen is not quite as 
innocuous. 

—The Monthly Bulletin of DiCyan & 


Brown, consulting chemist, New York. 
Answer to the Kept Press 

I say without apology or shame, 
God bless the advertisers. Hooray | 


|for the high-level hucksters who | 
jsut the ad contracts. Hooray for | 
|the agency people, the copy run-| 
ners and the layout men. No editor | 


+ a 


What They're Saying 


| could ride forth to joust with ogres 


does not entitle one to deduce that | 
frequent inhalations of pure oxy- | 


has been deflated long ago. It is re- | 


change is on the way—in older as 


if someone didn’t feed the war- 
horse. Our blasts would be feeble 
without a working bugle. We can 
pontificate all we want about the 
freedom of the press as though that 
were a detached and isolated vir- 
tue. But maybe this freedom will 
be advanced more readily by the 
expansion around the world of 
techniques of mass selling than by 
pious and lofty resolutions among 
editors. Under intelligent manage- 
ment the commercial press is the 
answer to the kept press. It is the 
antidote for the cowardly press and 
the corrupt press. And in the ex- 
pansion of the commercial press 
the adman casts his shadow against 
the clouds. He is living, perhaps, a 
more significant life than he has 
realized, and coming generations 
may be deeply in his debt. 


—Jenkin Lloyd Jones, editor, Tulsa 
Tribune, in a Newspaper Week speech, 
quoted in an SNPA Bulletin. 


Drugs and Doctors 

| Last year 403 new drugs were 
introduced. Doctors depend on the 
medical journals and informational 
material developed by pharmaceu- 
tical manufacturers to keep them 
abreast and educate them on these 
new developments. A recent sur- 
vey revealed that 86% of the doc- 
tors interviewed said they glance 
over all or most of the medical di- 
jrect mail they receive...and a 
large sampling of doctors was 
found to be regular readers of at 
least four of ten leading medical 
| publications. 


—Dorothy Noyes, vp and treasurer of 
Noyes & Sproul, speaking before the 
Advertising Women of New York. 


spare their strikes or miss their 
spares. 


Although “Rockefeller” as a syn- 
onym for millions is almost a dic- 
tionary word, Chock Full O’ Nuts 
is amending by request its slogan, 
“Better coffee Rockefeller’s money 
can’t buy.” 


“Tell the salesman to put it in 
writing,” is SEC’s advice to pros- 
pective investors. 

Somehow or other a get-rich- 
quick promoter hates to tangle 
with the Post Office. 


“Treasure chest or idiot box?” 
asks Cosmopolitan re television, in 
its December issue. 

It depends mainly on the viewer. 


The National Assn. of Radio & 
Television Broadcasters will again 
become the National Assn. of 
Broadcasters Jan. 1. 

Think what a saving this will 
pile up in typewriter ribbons, Lin- 
otype slugs and Western Union 
wires. 


“Nowadays,” reports the Chicago 
Tribune, “men’s haircuts are short- 
er.” 

While the barber’s bills are 
longer. 


Arthur Godfrey tells the story of 
the spry old gentleman of 91 who 
is reported to be still chasing girls. 

“But,” adds Arthur, “he’s for- 
gotten what for.” 


“Don’t sell space, sell advertis- 
ing,” urges Carroll Buzby. 

And don’t sell just advertising, 
sell ideas. 


“In Italy,” reports Reader’s Di- 
gest, “imports from U. S. reach a 
record $520,000,000.” 

Almost matching the value of 
exports like Gina and Sophia. 


Montgomery Ward, with annual 
advertising expenditures of $50,- 
000,000, operates without benefit 
of advertising agency service. 

New-business men may spend 
some sleepless nights contemplat- 
ing this pleasing prospect. 

Copy Cus. 
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Read all about it... 
on Page Three 


) ~ i My 


Hi 


ALL the background, details, facts 

of big stories receive thorough documentation 

on The Inquirer’s “Today’s World—Page Three.” 
Result: “Front-Page Readership.” 
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No advertising on Page Three. No hastily 

assembled “little news,” or miscellaneous features. 
Here is a careful look behind important happenings; 
an explanation of how and why they occurred. 


nif,’ 


agit! 


Determined planning is essential to the success 
of “Page Three.” And it is planning that makes 
every page of this newspaper so inviting 

in appearance, so meaty with news, stories and 
features of real moment. 


Readers have noticed—and responded to— 

The Inquirer’s obvious focus on quality. Readers 
have given overwhelming loyalty to the paper 
dedicated to serving its community so well. Thus, 
more advertisers place more linage in The Inquirer, 
than in any other Philadelphia newspaper! 


lie The Philadelphia Pnquiver 


a. 4 


a An. Now in its 24th consecutive year of total advertising leadership 
Exclusive Advertising Representatives: West Coast Representatives: 
NEW YORK CHICAGO DETROIT SAN FRANCISCO LOS ANGELES 
ROBERT T. DEVLIN, JR. EDWARD J. LYNCH RICHARD I. KRUG FITZPATRICK ASSOCIATES FITZPATRICK ASSOCIATES 
342 Madison Ave. 20 N. Wacker Drive Penobscot Bidg. 155 Montgomery St. 3460 Wilshire Boulevard 
Murray Hill 2-5838 Andover 3-6270 Woodward 5-7260 Garfield 1-7946 Dunkirk 5-3557 


MEMBER: METROPOLITAN SUNDAY NEWSPAPERS * FIRST 3 MARKETS GROUP 
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Frank Sego Forms Own Agency 

Frank J. Sego has established an 
agency, Advertising Inc., at 1817 
28th Ave., South, Birmingham, 
Ala. Clients already in the shop 
include Busch Jewelry Co., Boma 
Distributing Co., Dale’s Restau- 
rants, Dixie Drive It-Yourself 
System and Alabama Independent 
Automobile Dealers Assn. Mr. Sego 
formerly headed -the radio and tv 
department of Parker & Associates, 
Birmingham. 


ESSsSO 

SEALTEST 
PROCTOR & GAMBLE 
BUDWEISER 
CARTER PRODUCTS 
TAYSTEE BREAD 


Leading national sponsors are 
finding consistent, impressive 
sales power from this woman’s 
top rated series. For a full 
report, contact 


@r' 


OFFICIAL FILMS, Inc. 
25 West 45th Street, New York, N.Y. 
REPRESENTATIVES: Atlanta St. Louis 
Chicago + Dallas * Minneapolis 
San Francisco « Beverly Hills 


EWRR Names Montgomery 

Erwin Wasey, Ruthrauff & Ryan 
has appointed Judd Montgomery 
an account executive in its St. Paul 
office. Mr. Montgomery formerly 
was sales promotion manager of 
American Hardware Mutual [nsur- 
ance Co. 


Beres Joins Science Book 

Jay E. Beres, formerly with 
MacManus, John & Adams, Bloom- 
field Hills, Mich., has joined the 
sales staff of Scientific American, 
New York. 


Veo it wow... 


write for your copy of the 
TOLEDO BLADE 

ANNUAL REVIEW 
Issue of Sunday, Dec. 29, 1957 


it takes o lot of pages—a lot of facts 
and figures—o lot of reporting to tell 
the story of what has been happening 
recently in this important Northwestern 
section of Ohio served by The Toledo 
Blade. If you want to be fully and sig- 
nificantly informed on one of America's 
major markets, write now for a copy of 
The Blode's Annual Review. 


TOLEDO BLADE Daily 


NTED 


REPRESE 


*Sales Management Survey of Buying Power, May 10, 1987 


—BAoOot.tonev, 


TOLEDO 


f the key 


| to the sea 


Ninth largest port in the U. S., Toledo is 
already the center of Ohio's third market 
with $1,996,423,000 net effective 

buying power*. What will it be when 

the St. Lawrence Seaway is completed? 
Keep your sights trained on Toledo, 

the key to the sea. 


TOLEDO’S NEWSPAPERS 
are the key f to this 
great and growing market on the 
St. Lawrence Seaway 


Take the grocery business. Last year 316,200 families in the 14- 
county Toledo market spent $281,542,000 in their food stores. 
That’s a whopping $890 per family. Take advertising. Last year 
the Blade carried 3,767,952 lines of local, department store and 
general grocery advertising, more than any other Ohio newspaper. 
There must be a moral. There is! To wit: to open the door on this 
big Toledo market, just use the right key—the TOLEDO BLADE 
and TIMES. There are no duplicate keys. 


ond Suudoy. TOLEDO TIMES Mowing 


REGAN & S¢CuwattTt. 


Advertising Age, December 2, 1957 


‘Salmon Push to Use 
Business Paper Ads, 
PR, Point of Sale 


SEATTLE, Nov. 26—Salmon pack- 
ers of Alaska, Oregon and Wash- 
ington have launched a national 
educational program to educate the 
American housewife on the advan- 
tages of serving canned salmon. 
The promotion will use primarily 
publicity, with main focus on food 
editors of daily newspapers, Sun- 
day supplements, women’s maga- 
zines, radio and television. 

The broad outlines of the pro- 
gram were laid out at the annual 
convention of the Assn. of Pacific 
Fisheries, which will raise the 
funds and direct the campaign. 
Cole & Weber, Seattle, has been 
selected as agency. 

The campaign will be financed 
by an assessment of 5¢ a case of 
salmon, to be paid by the packers. 
Aubin Barthold, a vp of the associ- 
ation and head of Alaska Packers 
Assn., told the meeting that more 
than 80% of the pack is already 
signed up on a three-year basis. 
This would represent between 
$120,000 and $150,000 a year in 
promotion funds. 


® The campaign has the participa- 
tion of all major packers, the larg- 
est of which accounts for only 12% 
of the Alaska salmon pack. 

The scope of the projected pro- 
motion was laid out by the Cole 
& Weber account executives, Lee 
Jacobi and Sid Copeland, includ- 
ing publicity materials, trade pa- 
per releases to reach the institu- 
tional users, point of sale material 
and a small amount of advertising 
in six grocery trade papers. The 
possibility of a color sound film 
and of a recipe book for house- 
wives was also suggested. + 


Hotel Corp. Names Chirurg 

The hotel division of Hotel Corp. 
of America, Boston, has appointed 
James Thomas Chirurg Co., Bos- 
ton and New York, for all national 
advertising. Present agencies for 
individual! hotels in each city are 
retained, as are Gilbert & Tormey 
as general advertising and promo- 
tion consultants and Ruder & Finn, 
for public relations. Hotels operat- 
ed by HCA include the Roosevelt, 
New York; Mayflower, Washing- 
ton; Cleveland, Cleveland; Edge- 
water Beach, Chicago; and the 
Somerset, Kenmore and Braemore 
in Boston. 


Forbes Names Kellogg VP 

John A. Kellogg, formerly vp in 
charge of research planning for the 
Institute of Motivational Research, 
has joined Forbes Marketing Re- 
search, New York, as vp and gen- 
eral manager. 


Sumer 
“Wife gave me a new set of clubs!” 
Admen’'s wives! Give your husband a 
good club if he doesn’t advertise in... 


WORLD'S LARGEST SELLING GOLF MAGAZINE 
611 Davis St. «© Evanston, Ill. 


ABC) WRITE FOR MARKET DATA 
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Setting 


The setting makes a difference. The New Yorker's atti- 
tude of quiet dignity*, together with the artful balance of 
its editorial and advertising content, makes this magazine 
the ideal setting for a variety of products and services, espe- 
cially when they are presented with unique creative appeal. 


*A publishing principle which has guided The New Yorker for thirty-two years, 


NEW YORKER 


New York, Chicago, San Francisco, Los Angeles, London 
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She consistently runs away with 
highest ratings in major markets, 
beating such shows as Whirly- 
birds, Dr. Christian, State 
Trooper, Silent Service, Cochise, 
Susie, $64,000 Challenge, Father 
Knows Best, Person to Person, 
Studio One, Steve Allen, Million 
Dollar Movie, and Famous Film 
Festival, creating impressive 
sales power for top national spon- 
sors. For a full report, contact 


@r’ 


OFFICIAL FILMS, Inc. 
25 West 45th Street, New York, N. Y. 


Burnett Gets Cracker Jack 

Cracker Jack Co., Chicago, mak- 
er of Cracker Jack and Campfire, 
Angelus and Recipe marshmal- 
lows, has appointed Leo Burnett 
Co., Chicago, to handle its adver- 
tising, effective Feb. 1. Rogers & 
Smith formerly handled the ac- 
count. 


Gould Opens Business 

Walter I. Gould, formerly with 
Television Programs of America 
and Guild Films Co., has set up his 
own tv film commercial produc- 
tion company, Walter I. Gould 
Productions, at 15 E. 48th St., 
New York. 


Stanton Joins ‘Look’ 


John Stanton, most recently with 
McCall’s, has joined the sales staff 


of Look. At one time, Mr. Stanton 
was with the Woman’s Home Com- 
panion, and prior to its discontinu- 
ance late last year was New York 
sales manager. 


REPRESENTATIVES: Atlanta « St. Louis 
Chicago « Dallas « Minneapolis 
San Francisco « Beverly Hills 
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Make sure you investigate North 
Carolina’s INTERURBIA ... 
the largest metropolitan market 
in the two Carolinas . . . where 
gasoline and petroleum 

sales exceed $175,000,000. 


penny Sv 


Represented by 
Harrington, Righter & Parsons, Inc. 
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Since toe? 


New York + Chicago * Son Francisco « Atlanta + Boston 
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Scrutinize Pay TV 
but Sell Tickets, 
Theater Men Told 


MiaM1 Beacn, Nov. 26—Eric 
Johnston, president of the Motion 
Picture Assn. of America, urged 
theater operators last week to keep 
an interested eye on toll tv, but to 
concentrate on selling tickets to 
their own shows. 

In a speech before the Theater 
Owners of America, he said, “I! 
think we can only plan wisely and 
boldly for our future if w realize 
we cannot eliminate television 
and if we realize just as confident- 
ly that television cannot possibly 
eliminate us.” 

He said theater people delude 
themselves if they believe tv's suc- 
cess rests on old Hollywood films 
or that tv could be stopped through 
some kind of arrangement which 
prevents film stars from appearing 
on the air. 

Noting that commercial televi- 
sion already has supplanted the- 
aters as the chief purveyor of mass 
entertainment in the U.S., he said 
the period of television’s most rap- 
id rise was in the early days when 
it relied on live programming. 


s “In those days,” he commented, 
“we were not competing against 
our own films on television—we 
were competing with television it- 
self.” 

Producers are powerless to keep 
stars off the air, he said, and they 
should not be blamed for selling 
old films to tv. 

“If you had old films on the 
shelf and someone wanted to buy 
them, would you drive him indig- 
nantly from the premises?” he 
asked. 

Turning to toll tv, he said its 
future will be determined by the 
public. The core of the question, 
he said, is whether the public 
wants to pay in the home for mo- 
tion pictures and other entertain- 
ment. “If the public answers ‘yes,’ 
it will have a profound effect on 
our business, on television and on 
the entire entertainment field,” he 
said. 

Pay tv is now in the testing 
period, Mr. Johnston observed. “I 
would think we should look upon 
these tests as research projects, 
out of which might come develop- 
ments that could affect our way 
of doing business, the business of 
us all—the exhibitor, the distrib- 
utor, the producer.” 


® Meanwhile, he noted, theater at- 
tendance has slumped to 45,000,- 
000 weekly—nearly 50% below the 
wartime peak. He said the imme- 
diate job is to build this by 5,000,- 
000 weekly during the next two 
years. This can be achieved, he 
said, only through efforts of in- 
dividual theater owners in their 
own communities. # 


‘Milwaukee Journal’ Names 4 

The Milwaukee Journal has ap- 
pointed Richard T. Trowbridge 
and Joseph Batteiger manager and 
assistant manager, respectively, of 
the retail advertising department 
and Charles K. Clarke and War- 
ren J. Heyse manager and assist- 
ant manager, respectively, of the 
classified ad department. Mr. 
Clarke succeeds Frank Page, who 
has resigned. 


Abigail 
does 
at! 


See page 82 
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Elinor Lee, food editor of 

The Washington Post and Times Herald 
was named a winner in 

The Grocery Manufacturers Association 


Life Line of America Awards for 1957. 


Mrs. Lee’s editing of The Plain and Fancy 


Food Section is another reason why 
66% of all Washington women who 
read grocery ads read them in 
The Washington Post and Times Herald. 
This is 29% more than read the food ads 


in the other two papers combined* 


The Washington Post 


Times Herald 


The Washington Post and Times Herald has 
50% more circulation than any other Washington newspaper 


*Food Advertising Readership Survey National Representatives: Sawyer, Ferguson, Walker (ompany—New York, Chicago, 
May, 1957—Publication Research Service Detroit, Seattle, Philadelphia, Atlanta, San Francisco, Los Angeles; Uhe Hal Winter Com- 
pany, 7136 Abbott Ave., Miami Beach, Florida; Joshua B. Powers Co., Ltd., 14 Cockspur 
St., London S.W1., England; G. Enriquez Simoni, Av. Juarez, No. 127, Zona 1, Mexico 


City, D.P. Mexico; Allin Associates, 12 Richmond St., East, Toronto, Canada, and 1487 
Mountain St., Montreal, P.O., Canada. 
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National Distillers 
Hikes Vat 69 Budget 
to $1,000,000 in ‘58 


New York, Nov. 26—National 
Distillers Products Co., U. S. dis- 
tributor of Vat 69 scotch whisky 
will increase its advertising budget 
for the brand to $1,000,000 in 
1958. This is an increase of 15% 
over 1957, during which year the 
budget was also increased 15% 
over '56. Most of the increase this 
year has gone into newspapers, and 
next year’s plans call for a further 
increase of newspaper linage in 
about 30 cities. 

In addition, magazines and bus- 
iness papers now being used will 
continue on the list. 

This information was reléased 
here last week at a press confer- 
ence for Kenneth J. Ross, manag- 
ing director of Wm. Sanderson & 
Son Ltd., London, England, pro- 
ducer of Vat 69. 

Mr. Ross predicted that the sale 
of scotch will continue to grow in 
the U. S. He said it probably will 
account for about 7.5% of all liq- 
uor sold in this country in 1957. 
He predicted that scotch whisky 
shipments to the U. S. this year 
will top 6,000,000 cases. 


® As evidence of the trend, he as- 
serted that during the first half of 
‘57, about 2,810,000 cases of scotch 
were shipped to the U. S., which, 
he said, is a 6.2% increase over the 
total of 2,645,000 cases shipped in 
the first half of ’56. 

Mr. Ross exhibited a new jigger- 
top pocket flask for Vat 69, which 
will be introduced soon in half- 
pints and tenths. 

He reported that the trend to- 
ward scotch is expanding, but that 
ten top markets account for 73.2% 
of the total business in this coun- 
try. New York, he said, ranks first, 
with California, Illinois and New 
Jersey following in that order. # 


Kresge Invades Deep South 
S. S. Kresge Co. currently is 


building stores in shopping centers 
in Atlanta and Dallas—the first | 
time that the variety chain has in- | 
vaded the deep South. New Kresge 
stores already have been opened or 
are under construction in Wichita, 
and Rapid City, S. D. More than 
700 Kresge units are now located 
in 28 states, the District of Colum- 
bia and six Canadian provinces. 


GEE! Look at that | 


outboard motor!” 


Commercials on WGN-TV have 
a way of getting results—because 
WGN-TV programming keeps 
folks wide-awake, interested— 
and watching. For proof, let our 
specialists fill you in on some sur- 
prising WGN-TV case histories 
and discuss your sales problems. 


McCollum Heads Northern 
Californie Council Unit 

A. James McCollum, advertis- 
ing and publicity manager in San 
Francisco for Pacific Gas & Elec- 
tric Co., has been named head of 
the Northern California steering 
committee for the Council for Fi- 
nancial Aid to Education Inc. 

Also on the council, part of a 
National group organized to ac- 
quaint the public with the need 
for aid to education, are Wayne 
Mooney, western manager, Bu- 


reau of Advertising, American 
Newspaper Publishers Assn.; A. E. 
Gilbert, San Francisco manager, 
California Newspaper Publishers 
Assn.; Walter McNiff, western 
manager, TV Bureau of Adver- 
tising; Hugh D. Smith, western 
manager, Outdoor Advertising 
Inc.; Victor P. Reed, public rela- 
tions consultant; Harrison Davis, 
Fielder, Sorensen & Davis; Charles 
W. Collier, exec vp, Advertising 
Assn. of the West; Lawrence R. 
McDonnell, Northern California 


Industrial Editors Assn.; and Rob- 
ert Letts, news bureau chief, Pa- 
cific Gas & Electric Co. 


Edison Announces Awards 
Edison Electric Institute, New 
York, has announced 12 new sales 
promotion awards to be offered 
this year for exceptional achieve- 
ments in building- load in four 
markets: residential, farm, com- 
mercial and industrial. The new 
awards replace the old ones pri- 
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appliances and selective markets. 
Deadlines for 1957 entries are Feb. 
1 and 15, 1958. 


U. S. Culture Goes Overseas 
“Vater Weiss Es Am Besten”— 
better known here as “Father 
Knows Best”—will become the 
first fully sponsored network tel- 
evision program in West Germany 
next year. The Screen Gems pro- 
duetion will make its debut there 
on Jan. 2, sponsored by Mokri 


marily concerned with specific 


cigarets, via the Contact Agency. 
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Harkavy Promotes Two 

Howard A. Harkavy Inc., New 
York, has elected Frank C. Beck- 
ert as vp in charge of client/agen- 
cy service, and Monroe Gelfand 
to comptroller and general manag- 
er. 


Racusen Joins Truval 

Bernard Racusen, formerly with 
McGregor Doniger Inc. and Mont- 
gomery Ward, has joined Truval 
Shirt Co., New York, as advertis- 
ing and sales promotion manager. 


Desk Blotter for 
Students Offered as 
National Ad Medium 


New York, Nov. 26—A new 
national ad medium is the Cam- 
pus desk blotter—a blotter printed 
in college colors and distributed to 
undergraduates in all parts of the 
U. S. 

The blotter is guaranteeing a 
circulation of 1,000,000 students in 


over 200 major colleges and uni- 
versities (audited by Verified Au- 
dit Circulation Co., Los Angeles). 

Advertisers pay $4.60 an agate 
line for coverage in one to four 
U. S. regions and $3.60 a line for 
eight- to ten-region coverage. Ad- 
vertisers may buy any of the ten 
regions, each with a 100,000 guar- 
antee. Minimum space units 
measure 56 lines on a side. The 
size of the blotter itself is 19x24”. 

Don Pollock, president of Cam- 
pus Publications, San Francisco, 


which puts out the blotter, said 
each is keyed to students on a 
particular campus via _ football 
and basketball schedules and so- 
rority and fraternity addresses 
and phone numbers. 


® “Campus bookstores and stu- 
dent representatives distribute 
the blotters free, and students 
place them on their study desks 
for the entire school year,” he 
said. “Advertisers get the ad on 
both sides of the blotter.” 
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Mr. Pollock and his brother, 
Robert P., started the blotter on a 
local scale three years ago at the 
University of Oregon. The nation- 
al blotter will get going with dis- 
tribution in time for school open- 
ing dates next fall. # 


Massey-Harris Combines 


Worldwide Operations 
Massey-Harris-Ferguson  Lid., 
Toronto, world’s second largest 


farm equipment maker, has reor- 


ganized to unify its line. Changes 
include a new brand name, M-F, 
on its tractors. Combines will re- 
tain the Massey-Harris brand, 
though the manufacturing opera- 
tions of its Massey-Harris Co. 
subsidiary in Racine, Wis., are be- 
ing shifted to Detroit. The com- 
pany will also drop its private 
distributors and sell through its 
own agencies exclusively. 
Needham, Louis & Brorby, Chi- 
cago, remains the U. S. agency for 
the company. MacLaren Advertis- 
ing Co., Toronto, handles Canadian 
and export advertising. 
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Men who keep getting ahead in business are a breed apart. 
They prove their ability to carry out decisions . . . so, move 
“up to positions where they make the decisions. The Wall 
Street Journal has a special appeal for these men. It helps 
them to be better informed ... better able to act .. . better 
business men. The Reading Preterences 
Corporate Officers 


and 
Executive Personnel 


w 
The United States 


Today, The Wall Street Journal is read by more of these 
men than ever before. And by no coincidence, each passing 
month seems to bring more testimonials from delighted 
advertisers than the preceding month. 


* The Wall Street Journal is read by more 
management executives for general or busi- 
ness news than any other magazine or 
newspaper. And of all these publications, 
The Wall Street Journal is rated ““most im- 

rtant and useful.”’ This is substantiated 


How can it fail? Here’s a publication—the on/y national 
business publication—that is a must part of the executive's 
every-business-day existence.* And here’s an audience your 


| h il ai | 3 : A a re OA ton every . 5 
—_ ee th name of the J . 5. executives e Pid 
Sales message must reach eventua y irect y or indirectly ist ed in Poor's Re intr. Tie austen report Fe 
as been made available in an easy-to-read, 
and should reach now. easy-to-use Geadhere titled “The. Reading ‘ 


Preferences of Corporate Officers and 
Executive Personnel in The United States." 


SEND FOR YOUR COPY NOW! 


Why not go directly to the heart of the big “WHO”! 


2 RDS 


PUBLISHED AT: 


Eastern Edition Midwest Edition Southwest Edition Pacific Coast Edition 
West Texas Television Network 
NEW YORK AND WASHINGTON, D.C. CHICAGO DALLAS SAN FRANCISCO 
: 44 Broad St. 1015 - 14th St, N.W. 711 W. Monroe St. 911 Young St. 1540 Market Street KOUB.TY, LUBBOCK, TEKAS 
HAnover 2-3115 STerling 3-0164 STate 2-9400 Riverside 7-1587 UNderhill 3-3250 KPAR.TV, ABILENE, SWEETWATER 
KEOY.TY, BIG SPRING, TERAS 


President ond Gen. Mgr, W. D. “DUB” ROGERS 
: bet Notional Soles Mor. £ A. “Buer” Hassett 
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‘Missouri Traveler’ Push 
Set in Three Media 

Buena Vista Distributors, Bur- 
bank, Cal., will use 200 newspapers, 


: radio spots in 150 cities and four- 
This star-studded series has @ {color pages in The Saturday Eve- 


million dollar look — actually j|ning Post (Jan. 25), The American 
is now at lowest cost per thou- Weekly and Parade (Jan. 26), and 


: ie : Look (Feb. 18) to introduce the 
sand. Used in unlimited combi new C. V. Whitney motion picture, 
nations, Ida Lupino in Star “Missouri Traveler,” which will 
Performance, assumes every bow simultaneously in 200 cities 


kind of programming role... | in January. Monroe Greenthal Co., 
and runs away with ratings, |New York, is the agency. 


making her a top spot carrier. | Weed Names Peterson, Adds 1 


Weed Television Corp. has ap- 
pointed Donald G. Peterson, for- 
merly with WOI-TV, Ames, Ia., 
f its Des Moines office. 
OFFICIAL FILMS, Inc. ee oS ee . ; 
25 West 48th Street, New York, WN. Y. Weed & Co., affiliated radio station 


Ls a dita representative, has been named to 

Sa ee represent WAMV, East St. Louis, 

T REPRESENTATIVES: Atlanta * St. Louis |Ull. The station, which recently 

Cc oO G tad q  @ |) Chicago « Dallas * Minneapolis changed its call letters from 

San Francisco + Beverly Hills WTMV to WAMYV, formerly was 
represented by Bogner & Martin. 


COVERAGE? 


Yes... but who’s listening ? 


In WHB’s 96-county world 


situated in Missouri, Kansas and lowa 


IT’S A WHB PULSE! 


WHB is first 
in 432 of 432 %-hours 


6 a.m. to midnight 


(Pulse, Kansas City 96-county area... 
6 a.m. to midnight, Monday through Saturday, Sept., 1957) 


Whether it be Metro Pulse, Nielsen, 
Trendex or Hooper . . . whether it be Area Nielsen 
or Pulse . .. WHB is the dominant first 
throughout . . . with audience shares 
consistently in the 40% bracket. And, 
WHEB is the dominant first among 

every important audience-type! w H B 


For WHB’s unique combination of coverage and 


Kansas City 
10,000 watts 
710 ke. 


audience .. . talk to a Blair man... or 


WHB General Manager George W. Armstrong. 


WDGY Minneapolis St. Paul 


REPRESENTED BY JOHN BLAIR & CO. 


WHB Aansas City 


REPRESENTED BY JOHN BLAIR & CO. 


WTIX New Orleans 


REPRESENTED BY ADAM YOUNG INC. 


WQAM Miami 


REPRESENTED BY JOHN BLAIR & CO. 
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Toilet Goods Group 
Offers Services of 
Ad Standards Unit 


New York, Nov. 27—An invita- 
tion has been extended by the Toi- 
let Goods Assn. to all members 
of the cosmetics industry to use 
TGA’s Board of Standards in or- 
der to head off possible govern- 
ment interference with their ad- 
vertising. 

In a bulletin to members, TGA 
exec vp S. L. Mayham points out 
that a trade practice conference by 
the Federal Trade Commission is 
a possibility for the cosmetics in- 
dustry. “Obviously, such a con- 
ference or conferences in such a 
field as the cosmetics industry 
would accomplish nothing except 
great damage to the industry as 
a whole, with little effective pro- 
tection for the public,” Mr. May- 
ham states. 

He advocates “self-policing” as 
“the sound and sensible thing” for 
the industry to do and urges the 
use of the TGA board as the 
means. Nearly 20 years old, the 
board, until now, has been used 
only by association members, but 
its services are now offered to any 
member of the toilet goods indus- 
try. 


® “No piece of copy, either label- 
ing or advertising, which has been 
approved by the TGA Board of 
Standards, has ever been made the 
subject of a case by either the 
Food & Drug Administration or 
the FTC,” the bulletin points out. 
The board operates under consid- 
erable secrecy, and copy submit- 
ted to it is returned with one of 
three stamps: “Approved,” “ap- 
proved with corrections” or “not 
acceptable.” 

The continued growth of border- 
line and misleading cosmetics ad- 
vertising is blamed on competi- 
tion. “This growth has largely 
been due to the extremely com- 
petitive situation existing in the 
industry, and more specifically 
due to copywriters, advertising 
agencies, and others, going ‘high, 
wide and handsome’ in the state- 
ments made about many of our 
industry’s products,” the bulletin 
says. 

“No one can blame a manufac- 
turer who sees his business being 
damaged by the claims of com- 
petitors, if he attempts to protect 
himself. And quite often this ef- 
fort at self-preservation has led to 
exaggerations made in statements 
referring to his own products.” # 


Case, Harris Join Transitads 

Storrs Case, who resigned as ad- 
vertising manager of Sun Oil Co. 
in October (AA, Oct. 28), has 
joined National Transitads Inc. as 
director of sales in Philadelphia 
and the Delaware Valley area. El- 
liot Harris, previously with Es- 
quire Inc., has been named promo- 
tion manager of Transitads in New 
York. 


Iroquois Names Whitehill 

Iroquois China Co., Syracuse, 
N.Y., has appointed Robert White- 
hill Inc., New York, to handle ad- 
vertising for Russel Wright casual 
china, Ben Seibel Impromptu 
china, and a new line to be intro- 
duced in January. Abbott Kimball 
Co. is the previous agency. 


Paar “114, 


aS 


Jarvis 
does 
it! 


See page 82 
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16,206° 


MORE THAN THE POST 


62,999 


‘ | MORE THAN THE PRESS 


AND on Sundays the 
Houston Chronicle has 
the LARGEST CITY 
ZONE CIRCULATION 
in Texas ... with 
28,041* MORE THAN 
HOUSTON’S OTHER 
“SUNDAY NEWSPAPER! 


THE HOUSTON CHRONICLE : 


THE BRAMHAM COMPANY — Netronel Representatives 


*Based on a comparison of - 
Publishers’ Statements to 
the ABC for period ending 
Sept. 30, 1957. . : 
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‘ apa bathe elds 


"Reader's Digest’ Raises 
Rates in Three Editions 

The Reader’s Digest has an- 
nounced increased advertising 
rates for its French, Italian and 
German editions. The bkw page 
rate in the Italian edition moves 
from $835 to $1,000 next April. 
“Increased costs” are cited. On the 
same date the rates in the French 
edition go up by 15%, also be- 
cause of higher costs; however, 
because of the recent devaluation 
ef the franc, the dollar rate for a 
b&w page moves up only from 
$1,890 to $1,980. 

The German edition will in- 
crease its rates by 11.5% next July, 
reflecting an increase in the guar- 
anteed circulation to 800,000. 


Ricoh Launches 1958 Line 


Riken Optical Industries Ltd. 
of Tokyo reports it will spend be- 
tween $250,000 and $500,000 in 
1958 to advertise and promote the 
1958 Ricoh camera line. Consumer 
advertising ranging from quarter- 
pages downward are scheduled in 
Esquire, Holiday and Life. In the 
photography fan magazines, two- 
color pages and spreads are 
scheduled in Modern Photogra- 
phy, Popular Photography and 
U. S. Camera. Eight page inserts 
will run seasonally in Photo Dealer 
and Photo Trade News. An ex- 
tensive public relations and deal- 
er aids program is also planned. 
Kameny Associates, New York, is 
the Riken agency. 


Container Corp. Sales Ott 

Container Corp. of America’s net 
profit for the first nine months of 
this year dropped to $11,439,000 or 
$1.07 a share compared to profits 
in the comparable period of 1956 of 
$13,994,000 or $1.31 a share. The 
company expects a sales drop of 
8 or 9% for the 1957 year from 
the 1956 total of $276,008,765. 1956 
net profits were $18,230,919 or 
$1.71 a share. 


Beef Council Names Ostrander 

The Montana Beef Council has 
named Ostrander Advertising Inc., 
Billings, Mont., as its advertising 
agency. A five-man ad committee 
of the council will work in liaison 
with the agency. 


Needednesst* 


More engineers NEED Proceedings of the IRE than need 
any other radio-electronic engineering magazine. 51,745 
(ABC June 30, 1957) plus 10,397 students, to be exact. This 
is not promised—but delivered circulation. 


*Engineers NEED the unabridged, factual, working information of 
which Proceedings of the IRE supplies over 1,900 pages a year. This 
is more than a WANT but a vitai need, satisfied since 1913 by 


Member of ABC 


Proceedings of the IRE 


THE INSTITUTE 


OF RADIO ENGINEERS 


Adv. Dept. 72 W. 45th St., New York 36, N. Y. * MU 2-6606 


Chicago °* Cleveland 


* tLesAngeles * San Francisce 


YOU MAY GO 


AMERICAN RESEARCH BUREAU 
MARCH 1957 REPORT 
GRAND RAPIDS-KALAMAZOO 


UP 19% MILES IN A BALLOON* 
BUT... you neep wkzo-tv 


NOTE: Survey based on sampling in the follow- 
ing proportions—Grand Rapids (42.8%), Kala- 
(18.9%), Muskegon (19.8%), 


mazoo 


Creek (18.5%). 


KOLN- TY — pee me he NEBRASKA 


The Felye > Hations 


WKZO-TV — pn 2 RAPIDS KALAMAZOO 
WJEF-Fid — GRAND RAPIDS KALAMAZOO 


WhO RADIO — PEORIA, RLINOIS 


Battle 


TO MAKE SALES SOAR IN 
KALAMAZOO-GRAND RAPIDS! 


ee fsa Here’s real, down-to-earth market domi ! ARB 
with Hi R eres real, down-to-ea mar ominance. 
aha WOE sates | shows WKZO.-TV is first in 267% more quarter hours 
6:00 a.m. te 143 87 than the next-best station—327 for WKZO-TV, 89 for 
entenein te ee pm. 94 6 Station B! 
—- se ° WKZO-TV telecasts from Channel 3 with 100,000 
9:00 a.m. te 11:00 p.m. 40 16 


watts from 1000’ tower. It is the Official Basic CBS 
Television Outlet for Kalamazoo-Grand Rapids— 
serves over 600,000 television homes in one of Ameri- 


ca’s top-20 TV markets! 


00,000 WATTS « 


WKZO-TV 


CHANNEL 3 * 1000’ TOWER 


Studios in Both Kalamazoo and Grand Rapids 
For Greater Western Michigan 


Avery-Knodel, Inc., Exclusive National Representatives 


*Major David G. Simmons set this new world’s record on August 20, 1957. 


Advertising Age, December 2, 1957 


Getting Personal 


Add to the list of prize-winning admen in Popular Photography’s 
1957 international picture contest: Gerald Healy, assistant art direc- 
tor at Leber & Katz, who won a pair of prizes .. 

Jack Krueger, news editor of 
WTMJ-AM-TV, Milwaukee, was 
elected president of the Radio Tele- 
vision News Directors Assn. at its 
12th annual international conven- 
tion in Miami Beach. Bill Small, 
WHAS, Louisville, was elected pro- 
gram vp; John Maters, WILS, Lan- 
sing, radio vp; Ralph Renick, 
WTVJ, Miami, tv vp; F. O. Carver, 
WSJS, Winston-Salem, treasurer .. 
At the same convention, Dr. Frank 
Stanton, CBS president, was pre- 
sented with the second Paul W. 
White memorial award for “the most 
outstanding contribution to radio 
and tv journalism during the pre- 
ceding year.”... 

Ralph Yambert, vp of MacManus, 
John & Adams, New York, and a 
commander in the U. S. Naval Re- 
serve, conducted his second special 
public relations seminar for Naval 
officers from Nov. 18-21 in Wash- 
ington, D. C. Assisting him was Mar- 
shall Taft, art director of West- 
Marquis, Los Angeles... 

The Chief Barker of Variety Club 
Tent No. 1 (Pittsburgh) for 1958 is 
none other than Haroid ©. Lund, 
vp of Westinghouse Broadcasting 
Co. . 

An oil painting by Mrs. Larry 
Valenstein, wife of Grey Advertis- 
ing’s chairman, was one of the prize 
winners in the annual exhibition of 
the Westchester Arts & Crafts 
Guild... 

Seven-pound Adam Louis Steph- 
anides burst upon the world Nov. 15 
at 9:32 p.m. His mother, Charlotte, 
formerly was with the research department of Young & Rubicam 
in Chicago. His father, Albert, an associate editor of ApvEeRTISING 
AcE, has begun training him to write the kind of perfect news story 
AA requires... 

Mike Cerick, national ad sales manager on four books of American 
Aviation Publications, including American Aviation, is a father 
again. Wife Alma had another boy, Kenneth John, 9 Ibs., 9 oz., Nov. 
17. They now have three sons and a daughter... 


NATTY—George H. Hartman, 
who runs the Chicago agency 
of that name, sports the $595 
Vicuna shirt he won in the 
Esquire contest for guessing 
that the total number of con- 
test entries in the House of 
Lords gin contest would be 
9,463. The beige shirt has 
gold buttons studded with 
sapphires. Reports Mr. Hart- 
man: “It’s the softest materi- 
al I have ever felt.” 


20TH ANNIVERSARY—Twenty-three of the 51 employes of Wherry, 

Baker & Tilden were given service awards (for five years or more 

of service) at a party marking the Chicago agency’s 20th year. Left 

to right are Dorothy Steitz, secretary-treasurer, who has served for 

19 years; Elvina Saverda; Larry Wherry, president; Helen Wansing 
and Louise Sutherland. 


Ernst F. Neubauer, production manager of Campbell-Mithun Inc., 
Chicago, and his wife, Laura, celebrated their 25th wedding anni- 
versary Oct. 29 in Fort Lauderdale, Fla... 

Frank S. Stevens, generai manager, and Leroy E. Paltrowitz, ad- 
vertising director, the News-Times, Danbury, Conn., were among 
more than 50 veteran News-Times staffers receiving 30-year pins at 
the newspaper’s annual get-together. James H. Ottaway, president 
and publisher, presented the awards . 

Ted Barnett, copywriter at Foote, Cone & Belding, Chicago, is the 
author of four hilarious golf stories in the new Prentice-Hall book, 
“Fun in the Rough”... Walter MeCreery, head of Walter McCreery 
Inc., Beverly Hills agency, received the American Legion’s award 
of merit Nov. 1, presented by the commander of the Los Angeles 
County Council of the Legion. The agency man was cited “in recog- 
nition of his invaluable advertising and publicity services performed 
over a period of many years which have greatly contributed to the 
success of our rehabilitation fund raising projects.” . . 

Melvin F. Hall, head of the Buffalo agency bearing his name, has 
presented a wall plaque te the scheol of business administration, 
University of Buffalo, to be marked with names of senior students 
who win the annual $100 advertising and marketing award compe- 
tition recently instituted by the agency. In addition, each year’s 
winner will receive a trophy... 
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- National Future Farmers of America convent 
Boys like Lynn are the cream of the crop. They 


1626000 ": 


THE MAGAZINE FOR ALL BOYS PUBLISHED BY THE BOY SCOUTS OF AMERICA 
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wherever you look today 
you find 


PLASTICS 


wherever men work with plastics 
you find 


MODERN | 
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materials, machines and equipment the plastics field can use 
—and for molders and converters of plastics. 


ABRESKIN PUBLICATION ABC/ABP 
...asis MODERN PACKAGING, the magazine of packaging 


575 Madison Avenue, New York 22, N. Y. 
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Market Study Is 
‘Traffic Cop’ for 
Sales: Gelsthorpe 


Derrorr, Nov. 26—Industry must 
increase its use of market re- 
search techniques to combat “the 
increasingly more expensive cost 
of mistakes,” Edward Gelsthorpe, 
merchandising director of Bristol- 
Myers products division, told 
members of the Detroit chapter of 
the American Marketing Assn. last 
week. 

Terming market research “man- 
agement’s traffic cop for sales,” 
Mr. Gelsthorpe cited its role in 
marketing Bristol-Myers products. 
The stop and go signals that ef- 
fective market research can give 
at all stages of product develop- 
ment and distribution, he said, are 
vital to Bristol-Myers. 


# Mr. Gelsthorpe described his 
company’s use of a test-city pro- 
gram for new products. The pro- 
gram, in operation for the past 
five years, uses nine basic cities 
which represent a cross-section of 
income levels. These cities, he said, 
are dominated by local media and 
include a variety of major indus- 
tries to preclude a shift in eco- 
nomic standards should a change 
occur in any one industry. 

Bristol-Myers also utilizes a 6,- 
000-person consumer panel, repfe= 
senting all sections of the US., he 
told the group. 

Basic consumer research was re- 
sponsible for the development of 
Buiferin, he said. He also told the 
group that seven years of research 
went into the development of Ban. 

Ipana-Plus, he said, required 
market research as revolutionary 
as the product itself. Repeated con- 
sumer tests were launched cover- 
ing package design, utility of the 
squeeze bottle’s inner lining, and 
types of plastics required for max- 
imum service in day-to-day use. 


® Merchandising techniques also 
underwent exhaustive research, he 
told the group. In one instance, 
nine separate tests on copy formats 
were made to determine the most 
effective presentation. 

“In short,” Mr. Gelsthorpe said, 
“market research has become the 
encyclopedia of American busi- 
ness. In an era of intensive com- 
petition, it is a vital and integral 
part of any effective sales pro- 
gram.” 3 


2nd in Connecticut! 


With $679 per family 
spent on apparel this year 
. » » New London's clothing 
sales are second in all 
Connecticut cities with a 
population of 25,000 or 
over. (SM ‘57 Survey) 
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Cover this isolated, “hi- 
spending" city easily, ‘ef- 
fectively, in The Day 
New London's only daily. 


Notional Representotives: 
GILMAN, NICOLL & RUTHMAN 


McGraw-Hill Names Weyeneth 


International Publisher 

Eugene E. Weyeneth, advertising 
sales manager of Construction 
Methods & Equipment since 1951, 
has been appointed publisher of 
Ingenieria Internacional Construc- 
cion, Internacional Industria, and 
Management Digest, McGraw-Hill 
Publishing Co.’s international pub- 
lications, effective Jan. 1. He suc- 
ceeds Charles S. Mill, recently 
named publisher of Purchasing 
Week, a new McGraw-Hill paper 


which will bow Jan. 6, 1958. 

David J. McGrath, Chicago 
salesman for Construction Methods 
& Equipment, will succeed Mr. 
Weyeneth as advertising sales 
manager. 


Thomas & Douglas Names 
Bogart; Adds 3 Accounts 

G. D. Bogart has joined Thomas 
& Douglas, New York, as a vp and 
account executive. He was for- 
merly director of service with the 
New York Central Railroad. 


The agency has picked up three 
accounts: King’s Vat scotch, dis- 
tributed by Standard Food Prod- 
ucts Corp., Long Island City, N.Y., 
formerly handled by Ben B. Bliss 
& Co.; House of Travel Inc., New 
York, formerly with Galland Ad- 
vertising, and Robert Day Inc., 
New York, caterer, previously 
handled by Gerald H. Keller Ad- 
vertising. 


Conde Nast Changes Set 
Poul Hornsleth has been named 


Advertising Age, December 2, 1957 


sales manager of the pattern di- 
vision of Condé Nast Publications, 
New York. He was formerly on 
the advertising staff of Glamour. 
Francis L. Brant has been named 
business manager of Vogue Pat- 
tern Service. Edward H. Porte, 
general manager of Pattern Serv- 
ice, has announced his retirement. 


Inland Press Assn. Elects One 
The Inland Daily Press Assn. has 
elected to membership the Huron 


Daily Tribune, Bad Axe, Mich. 


e all the Great CBS 
Shows and Stars on 
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Launches Fresh ‘n Reddy 

A iine of convenience foods un- 
der the Fresh ’n Reddy label is 
being launched by Irving R. Rill, 
president of Fresh ’n Reddy Home 
Foods Corp. A pizza pie, which has 
already been market tested, will 
be the first product. Other con- 
venience foods are planned for the 
near future. Advertising will be 
through Douglas-Lee-Wood, New 
York, headed by Mrs. Rill. Mr. Rill 
recently acquired the Alkaid Corp. 
and Wunder-skin, thus making 


him active in the food as well as 
drug fields. 


Two Join Wilson, Haight 

Leon Michel and John Finnie 
have been named to the staff of 
Wilson, Haight, Welch & Grover, 
New York. Mr. Michel, formerly 
with Fletcher D. Richards Inc., has 
joined the copy staff. Mr. Finnie, 
previously with Brooke, Smith, 
French & Dorrance, has been ap- 
pointed an assistant account exec- 
utive. 


U.S., French, Irish Operators Bid tor 
Commercial TV Rights in Ireland 


Dusuin, Nov. 26—American, 
French and Irish organizations 
are bidding for the license to oper- 
ate commercial television in Eire. 

Neal Blaney, minister for posts 
and telegraphs, made the an- 
nouncement at a meeting of the 
Assn. of Advertisers in Ireland. 
The association discussed “Tv for 
Ireland” and watched a closed cir- 


cuit television demonstration ar- 
ranged by Pye (Ireland) Ltd., 
radio-tv set manufacturer. 

Mr. Blaney said the Irish gov- 
ernment plans to set up a televi- 
sion authority to control commer- 
cial tv. A license to operate the 
concession, good for a term of 
years, will be issued shortly. Pro- 
posals from private interests seek- 


3 1s8ue GH 


pit 


ing to operate the service already 
have been received, he said. 
Among those known to have bid 
for the concession are Pye and 
McLendon Investment Corp., Dal- 
las, which operates radio and tv 
stations in Dallas, El Paso, Hous- 
ton and San Antonio. 

Mr. Blaney said that the station 
would be dependent on advertis- 
ers for its revenue. He did not 
identify the French bidder. 


® McLendon so far has received 
no word on its bid for the 
concession. Domas Advertising, 
which represents McLendon here, 
advertised, following Mr. Blaney’s 
announcement, that it could pro- 
vide a television service. # 


Reynolds Elects Darr, Gray 

E. A. Darr, president of R. J. 
Reynolds Tobacco Co., Winston- 
Salem, N.C., has been named vice- 
chairman of the board of directors 
and chairman of the executive 
committee. Bowman Gray succeeds 
Mr. Darr as president. Mr. Gray 
was formerly exec vp. 


*K Don't confuse Lemarge 
Mass Mail with a hit-or- 
miss barrage of unkeyed, 
untested letters. Mass Mail 
is a new approach to ad- 
vertising, promotion and 
marketing. 


It requires new methods, 
new machinery and men 
with a mastery of this new 
approach to advertising 
and marketing. Lemarge 
has them, 


A unique combination of 
plant, personnel and expe- 
rience enables Lemarge to 
merchandise or test market 
just about any consumer 
product or service by mail 
— faster, more efficiently, 
more economically, 


We're writing the book on 
Mass Mail, from research 
to reward, We can magnify 
your profits with direct 
sales, lead procurement or 
institutional promotion. To 
learn how we do it, just 
clip your business card be- 
low and mail it to us. We'll 
furnish some eye-opening 
facts — no obligation. 


{ Mailing Service Company 
d 417 SOUTH JEFFERSON STREET 
iq CLIP YOUR BUSINESS CARD HERE 
AND MAIL IT TO LEMARGE FOR 
COMPLETE INFORMATION. 


CHICAGO 7, ILLINOIS 
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“Lhe Best Show 


of the Season 


Marie Torre, N. Y. Herald Tribune 


ie 3 7 
Seo pS 
r 


. Aue Mace Pl ae Pr ee eee eS a. Se a) Sc a Ce ieee Pe oe a eee. ce er eee ee: eo ‘aes Pie i ae eC ake ee Ne I eS Poe eee, 
ee ee ee CMR oe MeO i Re ene cee Son oy Sy lho MO et cdg oo Se ns Pa eg er aes Sy Ee ear! RE ae Fes na nes ace” a a 
Mee ee ct re ee. ae oe ee pi ee ae ee Bee. * etre RS) i et Oe i Me 2 eS to ee a ay ee 
a. eee ot cama ieee) a tA ogc emai. 2 ae eee Soe od Be ts 2 hea eee lee ae Oe eg OS cee ea reetari st > Reena eae ay Pee 
= ee ax —— ig ee Sa eee aR rr RR Ro OR EE ae CS! ee ae ‘eo ey 2) a ee ee ee ROWE Lt ae “Si eee OL ae > See on 
: Sn mas” RSS je mae OME SS MI ac A Sead bis PL ne A ae ee Pe Mee 8 ee = eee he Ee oe eee ae a : 
ee ab F ‘ a = _ , =— * ee ee Pas ‘ ee es temo ie ait ee ieee bene OOS “gin ae a er a= aa ene 
Petes : F , * : ae: 
; , 3 
nse ce aa 
Sel : 
rer: Se 
E A es : 
Wee : 
ee : 
eae : 
ee ? 
pasze ee 
Be ge “a 
a a 
eee ani 
peas 2 
wee . ay 
pyre vee 
a: 4 
ee a 
ody Fi 
Le wap ees 
i oe oa no 
cane ay a 
ores — 
= ‘oe eas } 
i> “ga et 4 
Ee 
Se ine 
2 Oe a 
= iu 
; 
os 
a 
h 
as 
ee a 
er at 7 
ana tein 
Pier ea : 
* a 
aa Ra 
“ou ? are 5 ne 
eae ET ‘ = . al 
’ us 2 
aoe 
4 pes ew 
a 7 rae) 
wp ae B 
) a 
ae 2 
pail lee a? 
here re me 
Whee rg 
es 
tices ie 
a a 7 
ate * 
atta “ 
mere ie te 
Pie Pann am 
= = 
ae . 
> eee 
bua lke 
cs ea % 
hk a 
rine vr 
ade gi i 
ae a 
2 4 i 
Reis "as ‘ 
Fa Mee % 
hae : 
ey | 
eats j 
ee ite at 7 
tag Rey ‘ 
aah ov 
we ae i i 
reba . 
pe) hs 
age. ; 
hee. 
eer a 
Me ee 
eee - 
ee a ai 
ne . 
eucight i 
Dae A om ie 
a oes 5 
sees re 
se fl 
Phi te ; 
SS aia 
ee we 
- 4 
ae a; 
ae Bae : 
Beigee ? 
: Ces 2 
ey aS e 
et Fea ic 
er em : 
hat ree g ! 
aa 
pity * 
we ee .. 
ee , 
hE 
‘a aed 
yd ce 
ia Ae i 
aE By ee 
ee # 
ye, be 
" a f te pee’ = hal = , , . ae 
| ; emer eke ies i) er |) eu eh ae pS et Me ae ea ee Ses Beg ire etn ee Salis : ; ; a liane 
Ue Wp ba acca aa - Bait Pty. <P Ue ie aS ee i hegea fend ENE pe eS Sou Ag ea Fe a ee eo reas Bae Ti, ee eS are e al Sore hing ie Sos aa eae z ee ig pi ay ag ere Bagot ee 
So dP ae mo ee Me ee ; ES 2, Sie Cee ae, ee seek ar} Be 99 ee: st Mt Sy op ee be ae eae ae 
i ee ee Eas as ge i ae ‘ ete hie, Sane hope Oy ee en fe i we Se: ish, at alge age RRM EI age See oo ee al Sere ce rae) one cen" Se Se ee a a ee ba 
Meoeass 40 See oo a ee Pi Metal: Shae = fee gin tc Ba Beat in eg aE ce Gh Se i eee aye At te Bee gemamie hoe o S2 eran Ae ea ree 2 ree Deat edeek 9S jeceseny est iar. (els Tee SE = ee A I i ee 
aes Shr oe emt ET Se eerie eT ees eee a ee cst ee Pen) BRIN gi RNa a sires Wee Lie im iy A aka ee. pau oe eee sa te oe cee Ss a Beit 1 Pe ae ee Pe se ee EP erty 2 ah at ee eee rs va ae nae ti 
oe : ee a i oy Eee ee es ee et a toe ee Ra Hee a alee SS AM a og rah Ta Se et es NRA Bae oe Seg TS ae ie byaen a: Dis gi ca aR apa ee i 
er Pea Gn eae 1 op ES ree : ae er ie a eee tee ea re eo i - rest Wee war 


$ 
i 


Over 50,000,000 Americans saw the General Motors 50th Anniversary Show on NBC Television on 


Sunday night, November 17. It averaged a 54.1 share of audience—more viewers than watched all other 
networks and local stations combined. 


Jack Gould, The New York Times, wrote: “. . . rewardingly experimental in approach . . . artistic 
television of a high order . . . enormous style and imagination . . . followed no usual or conventional 
pattern .. . It was a long forward step in creative musical work on television.” 


Paul Molloy, Chicago Sun-Times, called it “. . . a spectacular blend of entertainment and thought 
. . . Clacking off sparks of emotion like the belly of a braking train.” 


Jack O’Brian, N. Y. Journal-American, wrote: “There could hardly be a bigger show this season.” 


Helm, Daily Variety, wrote: “It had that golden glow from stem to stern . . . RCA color had the 
magnificence of a rainbow.” 


Herschell Hart, Detroit News, said: “It was worthy of the sponsor’s half-century celebration.” 


John Crosby, N. Y. Herald Tribune, stated: “I know of no other medium except television . . . 
that would have done anything as unusual as the General Motors Show.” 


The General Motors 50th Anniversary Show was an NBC Television production, written by Helen 
Deutsch and produced by Jess Oppenheimer. It takes its place with other great shows already seen 
on NBC this season—for example, Green Pastures, On Borrowed Time, Pinocchio, The Pied Piper of 
Hamelin and Annie Get Your Gun. It is also a measure of others yet to come—Maurice Evans in 


Twelfth Night; the NBC Opera Company production of Dialogues of the Carmelites; and the 
Shirley Temple Story Book series. 


For he exiting and origina, bok... NBC TELEVISION 
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ESSO 

SEALTEST 
PROCTOR & GAMBLE 
BUDWEISER 
CARTER PRODUCTS 
TAYSTEE BREAD 


Leading national sponsors are 
finding consistent, impressive 
sales power from this woman’s 
top rated series. For a full 
report, contact 


Or’ 


OFFICIAL FILMS, Inc. 
25 West 45th Street, New York, N. Y. 
REPRESENTATIVES: Atlanta « St. Louis 
Chicago * Dallas « Minneapolis 

San Francisco « Beverly Hills 


LaRue Named to Ad Post 

Columbus Coated Fabrics Corp., 
Columbus, O., has named Charles 
M. LaRue Jr. director of adver- 
tising and sales promotion. He 
will direct a marketing reorgani- 
zation of the company’s Wall-Tex 
wall canvas, Col-O-Vin plastics, 
oil cloth and other coated fabric 
products. Before joining Colum- 
bus Coated Fabrics, Mr. LaRue 
was .with Joanna Western Mills 
Co., Los Angeles. 


Dana Corp. Names Allman Co. 

Dana Corp., Toledo manufactur- 
er of automotive transmissions, 
axles, clutches and other products, 
has appointed Allman Co., Detroit, 
to handle its advertising, sales pro- 
motion and market research. Clif- 
ford A. Kroening Inc., Cleveland, 
was the previous agency. 


Pryor to ‘Sports Illustrated’ 

William Lee Pryor, formerly 
with International Business Ma- 
chines, has joined the Chicago sales 
staff of Sports Illustrated. 


YOU NEED 
THIS NEW STUDY 


READY NOW —COMBINED COMPARATIVE 
NATIONAL STUDY OF 80 PRODUCT 
CATEGORIES IN NINE MARKETS 


Also available, individual studies for each of the nine 
markets. Write or contact sponsor newspapers or 
national representatives: Cresmer & Woodward, Inc.., 
Kelly-Smith Co., Moloney, Regan & Schmitt, Inc., or 
Story Brooks & Finley, Inc. 


Surveys mode by personal interviews of probability samples by Dan E. Clark Il, ard Associates. 


IF YOU SELL CONSUMER GOODS 
IN ANY OF THESE MARKETS 


AKRON 


AKRON BEACON-JOURNAL 


ALLAS 


DALLAS MORNING NEWS 


OUSTON 


HOUSTON POST 


0S ANGELES 


LOS ANGELES HERALD EXPRESS 


[AMI 


MIAMI HERALD 


ORTLAND 


PORTLAND (OREGON) 
OREGONIAN 
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TOLEDO BLADE 


OUNGSTOWN 


YOUNGSTOWN VINDICATOR 


ILMINGTON 


WILMINGTON (DEL.) 
NEWS-JOURNAL 


; ' ' 
TOP TEN BRANDS : et 

aka comprehensive report to in- # 

! clude the great Central Southeast # 

Sponsor newspopers represented nationally by: Cresmer & Woodward, Inc., Kelly-Smith ! area of Charlotte, North Carolina. § 
Co., Moloney, Regan & Schmitt, Inc., or Story Brooks & Finley, inc : CHARLOTTE OBSERVER ! 
> ecscehitn ab ctyieeanntias as endiceiae 
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CBC, Canadian 
Admen Disapprove 
Subliminal Pitches 


Orrawa, Ont., Nov. 26—The 
“secret pitch”—tv’s newest adver- 
tising gimmick—will not be seen 
on Canadian stations, and Toronto 
advertisers seem to want it that 
way. 

Canadian Broadcasting Corp.’s 
chairman, Davidson Dunton, said 
that subliminal perception, the 
“secret sales pitch,” will not be 
permitted on CBC. 

Mr. Dunton said, “The whole sit- 
uation in regard to hidden com- 
mercial tv advertising is unclear 
so far, and the CBC doesn’t yet 
know if this type of advertising 
will turn up on programs now im- 
ported by CBC. 

“CBC’s present attitude is that 
any program that has this type of 
advertising would not be permit- 
ted on CBC stations.” 

Mr. Dunton said the CBC might 
take another look at the situation 
later. 

Subliminal perception is “eye- 
is-quicker-than-the-hand” sort of 
advertising. Split-second images 
are flashed on a television screen, 
too fast for the eye to be con- 
sciously aware of them. 

Yet, the images stick, roll 
around in the subconscious for a 
while and the viewer is said to 
wind up buying the advertised 
product he never saw advertised. 


e Alan Savage, manager of the tv 
department of Cockfield, Brown & 
Co., said, “I don’t know much 
about it, but it smacks too much 
of ‘Big Brother’ for my liking. 
“Personally, I’m pleased the 
CBC has banned it. Its implica- 
tions are frightening.” 


e D. S. Catton, tv and radio di- 
rector of Vickers & Benson, said, 
“TI think this one of the most dan- 
gerous techniques ever developed, 
and I don’t think an agency in 
Canada would use it, even if it 
were allowed. 


“It is a form of hypnosis, and I 
don’t think there is the slightest 
chance the U. S. will sanction its 
use either.” # 


Maxwell Associates Adds Two 

Maxwell Associates, Philadel- 
phia, has been appointed to handle 
advertising for L&L Mfg. Co., Up- 
land, Pa., maker of electric fur- 
naces and ovens, and for Industrial 
Products Co., Philadelphia, manu- 
facturer of industrial safety equip- 
ment. Reed-Warren formerly han- 
died L&L. Walter Chittick Co. 
previously handled _ Industrial 
Products. 


Singleweight Quantity 5x7 8x10 
sy 25 $ 2.75 $ 4.00 
50 4.50 6.00 

100 8.00 9.50 

250 17.50 22.50 

= he 

Negative 1.15 1.65 
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EGAD! WHAT CHOWHOUNDS 
THESE WAUKEGAN 
BE! 


Says The 
Wizard 


‘NATIVES 


More and more foed men are 
finding that the Woukegon 
market is no small potato. In 
1956, the market turned out 
a food volume of over $68,- 
000,000, making it Illinois’ 
second richest. To reach this 
high income market, it’s only 
natural to advertise in the 
newspaper that reaches the 
Waukegan housewife in her 
home — the Waukegan News- 
Sun. Six solid pages of retail 
food advertising in every 
Thursday's edition testify to the 
sales-getting power of the 
Waukegan News-Sun. 


The Waukegan News-Sun 


represented by Burke, Kuipers & Mahoney, C. R. Cunningham, Nat'l. Advg. Mgr. 


Block Breaks Rem Drive 

Block Drug Co., 
N.J., has broken a record ad cam- 
paign for Rem cough medicine. 
Radio spots are running in 27 mar- 
kets, with tv scheduled in seven 
and transit advertising appearing 
in New York, Chicago and Mil- 
waukee. Lawrence C. Gumbinner 
Advertising Agency handles this 
account. In January, 1957 Block 
bought Maryland Pharmaceutical 
Co., which has manufactured Rem 
since 1917. 


Curtiss-Wright Expanding 

Curtiss-Wright Corp., Wood- 
ridge, N. J., is undertaking a 
$4,000,000 expansion program to 
broaden the sale and distribution 
of its Curon division products 
(sponges, cushioning and clothing 
padding). A major part of the pro- 
gram will be ads in magazines and 
newspapers promoting the Cu- 
ron brand name. Burke Dowling 
Adams Inc., Montclair, N. J., is the 
agency. 
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A full size supple- 
ment, with color, 


devoted exclusively 


"4 ip , to home planning 
we - 
Sle ee * —eéandd decoration, 
See a : 
. : a construction, real 
_— estate, gardening 


and home furnishings—CLIMATIZED for advertising 
in those lines. Reaches a metropolitan market where 


4 out of 5 families own their own homes. 


gal 


A tabloid pullout 
section CLIMA- 
TIZED for adver- 
tising electronic 
products .. . exclu- 
sively for news and 
features of TV and 
radio programming 
and sets, record 
players, hifi sets and recordings. The only program 
guide carrying full weekly programs of all 14 TV 
stations seen in Oklahema! 


‘Better Sales Results! 


s 


M4 "3 


si 


Reaching the Nation’s¥ 


i 25th MARKET & 


in Sunday Circulation 


This “Climatized” newspaper puts your advertising in the 
best climate for maximum sales results by putting it where 
editorial appeal heightens interest of prospects for your 


product. 


The Sunday Oklahoman is “Climatized” with a variety of 
climates, only two of which are shown here. Among the other 
climates are its Women’s Section, theater and amusements 
supplement, Sunday Magazine, sports section, classified 
section, in addition to world, national and local news. 


The Sunday Oklahoman covers a growing market—the 
nation’s 25th in Sunday Circulation—reaching 9 out of 10 
homes in Oklahoma City, plus 3 out of 4 urban homes within 
an average radius of 100 miles. Put your advertising in the 
“Climatized” Sunday Oklahoman and watch it get results! 


THE DAILY OKLAHOMAN > 


OKLAHOMA CITY TIMES 


published by The Oklahoma Publishing Co. 


represented by The Katz Agency 


Advertising Age, December 2, 1957 


Insurance Gimmick 
Sparks British 
Toothpaste Battle 


(Continued from Page 3) 

All the customer has to do to 
qualify is to send ls. 3d. (about 
17¢) and an empty S.R. carton. In 
return, he gets an accident insur- 
ance policy promising £500 in the 
event of death, £250 ($700) for 
the loss of both eyes, two limbs or 
one eye and one limb, and £125 
($350) for the loss of one eye or 
one limb. 


= What’s more, the customer 
doesn’t even have to pay full price 
og the tube of toothpaste to qual- 
ify. 

Application forms for policies, 
open to anyone between 16 and 70 
|years of age, are now being dis- 
tributed in selected areas. With 
them, through the mail, goes a 
| coupon enabling the customer to 
| eoeaee a tube of S.R. at 5d. (6¢) 
below the regular retail price. The 
policy is good for one year. It car- 
ries a double indemnity clause if 
the injury is caused while travel- 
ing in a nationalised form of trans- 
port in Britain. 

Accidents will not qualify, how- 
ever, if they occur at work, in war, 
on military service, while flying, 
hunting, riding, driving in a race 
or taking part in winter sports. 


Jersey City, | 


= Insurance men here are won- 
|dering if the new sales promotion 
| gimmick signals the start of a new 
cheap-insurance war. 

Before the war similar “free” 
| maumence schemes were widely 
jused by national newspapers in 
‘circulation battles. Each tried to 
|outbid the other, offering bigger 
‘and bigger benefits. The scheme 
/came to an end by mutual consent 
when it was found that readers 
| were switching from paper to pa- 
per and taking it just long enough 
|to qualify—with the result that 
|many readers had six or seven 
“free” insurance policies under the 
scheme. 


s At that time, advertising agen- 
cies complained that “free” insur- 
| ance schemes and similar promo- 
|tion stunts were producing false 
| circulation and readership figures 
| for papers promoting them. 

Advertiser’s Weekly reports that 
| the general attitude in agency cir- 
| cles toward the present scheme is 
“different”; that it cannot be com- 
pared with the “false boosting of 
the newspaper circulations they 
were asked to buy.” # 


Simmons-Boardman Names 
Salisbury Sales Director 

Duane C. Salisbury has been ap- 
pointed director of sales of Sim- 
mons-Boardman Publishing Corp., 
New Yerk. Mr. 
Salisbury, a vp of - 
the corporation, 
formerly was di- 
rector of sales 
of the Simmons- 
Boardman r ail- 
way division. In 
his new position, 
he also will have 
direction of sales 
of the building 
and marine divi- 
sions. 

Mr. Salisbury has been with the 
company since last April. Before 
that he was vp and general sales 
manager of Detroit Colortype Co. 


Dunlop Promotes MacKay 
William H. MacKay has been 
named vp of industrial and public 
relations and secretary of Dunlop 
Tire & Rubber Corp., Buffalo. As 
corporate secretary and as direc- 
tor of public relations, Mr. Mac- 
Kay succeeds John F. McCann, 
who is retiring Dec. 1 because of 
il health. Mr. MacKay joined 
Dunlop in 1927. He has been man- 
ager of industria] relations and in- 


dustrial engineering. 


Duane C. Salisbury 
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ANNOUNCING ...A NEW SALES PLAN 
FOR SUNDAY LETTERPRESS MAGAZINE SECTIONS! 


“THE PRE-SELL, HARD SELL PLAN 


NOW IN SUCCESSFUL OPERATION 
IN THE SOUTH BEND TRIBUNE. 


Call or write Howard Story in New York 
or John Piner in Chicago for complete details 


on this new revolutionary SALES IDEA. : 


Another Story, Brooks & Finley FIRST! 


Story, Brooks & Finley, Inc. 


Newspaper Representatives 
Howard C. Story, Jr. John Piner 
Story, Brooks & Finley, Inc. Story, Brooks & Finley, Inc. 4 
230 Park Ave. Prudential Plaza 
gs New York 17, N. Y. Chicago 1, Illinois 
Phone: MUrray Hill 6-0111 Phone: STate 2-8066 


NEW YORK * PHILADELPHIA » CHICAGO + BOSTON + CLEVELAND «+ ATLANTA * LOS ANGELES « SAN FRANCISCO + DETROIT + MIAMI 
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Motivation Research 
Is Sales Promotion 
Tool, Workshop Told 


New York, Nov. 26—Motivation 
research is a generic, unspecific 
term for a useful set of sales pro- 
motion tools, Donald B. Armstrong, 
vp and chairman of the creative 
plans board at McCann-Erickson, 
said last week. 

“An idiotic amount of valuable 
time is spent on it,” he said. 

Actually, there is no research 
that is not motivation research, 
Mr. Armstrong said. He added that 
motivation research is oversold 
and under-practiced, and that it 
has been around since the days of 
Aristotle and Cicero. 

“The dollar volume of persua- 
sion has increased greatly in the 
past ten years,” Mr. Armstrong 
said. “With an expected increase 
of 9% in the labor force in the 
next ten years to handle a 40% 
increase in the gross national 
product, we will need not so much 
more advertising but more effec- 
tive communication.” 


s The occasion was a luncheon 
kicking off a half-day workshop 
on motivation research. The affair 
was sponsored by the New York 
chapter of the Sales Promotion Ex- 
ecutives Assn. 

Vance Packard, author of the 
best-selling and controversial book, 
“The Hidden Persuaders,” said, at 
an afternoon session, that he is 
not for or against motivation re- 
search as a “hidden persuader” of 
the consumer. 

He explained that he reported 
the facts as he found them and that 
advertising agencies have assumed 
that he is against motivation re- 
search as a communications teol. # 


TvB Elects Ten Directors 

Ten new directors installed at 
the Television Bureau of Advertis- 
ing’s membership meeting in 
Chicago are Campbell Arnoux, 
WTAR-TV, Norfolk, Va.; John 
Blair, John Blair & Co.; Roger W. 
Clipp, WFIL-TV, Philadelphia; A. 
W. Dannenbaum Jr., Westinghouse 
Broadcasting Co.; Payson Hall, 
Meredith Broadcasting Co.; Glenn 
Marshall Jr.,. WMBR-TV, Jackson- 
ville, Fla.; Richard A. Moore, 
KTTV, Los Angeles; Lawrence H. 
Rogers, WSAZ-TV, Huntington, W. 
Va.; W. D. Rogers Jr., West Texas 
Television Network, and Joseph J. 
Weed, Weed Television Corp. 


GEE : Gas with 


more power’s for me!” 


Commercials on WGN-TV have 
a way of getting results — because 
WGN.TV programming keeps 
folks wide-awake, interested— 
and watching. For proof, let our 
specialists fill you in on some sur- 
prising WGN-TV case histories 
and discuss your sales problems. 


Put “GEE!” in your Chicago sales 


“WGN-TV = 


Chicago 


NARTB Releases Booklet 

The National Assn. of Radio & 
Television Broadcasters is distrib- 
buting to tv members sample cop- 
ies of a new booklet, “So You're 
Going on TV,” a guide to non-pro- 
fessionals who are going to partici- 
pate in a live telecast. The booklet 
will be available in quantities, at 
cost, to members from NARTB, 
1771 N Street, N. W., Washington. 
It was prepared by the NARTB 
staff in cooperation with WRVA- 
TV, Richmond. 


Golden Harvest Is 
New Hedley Brand; 
3 Others Are Tested 


Lonpon, Nov. 26—Thos. Hedley 
& Co., Procter & Gamble’s sub- 
sidiary in Britain, is busting out 
all over the place with new prod- 
ucts. 

In the past four weeks Hedley 
has marketed four new products: 


Golden Harvest, a margarine, be- 


ing introduced in four cities, with 
advertising assigned to Erwin Wa- 
sey, Ruthrauff & Ryan (P&G does 
not make a margarine in the 
U. S.); Camay, a “luxury” soap, 
containing cold cream and a 
French perfume, being marketed 
in Southampton via Lambe & 
Robinson; Gay, a liquid detergent, 
being marketed in northern Eng- 
land, with advertising handled by 
Lambe & Robinson; and Jet, 
a household cleanser containing 
Chlorinol, being introduced in 
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Hull and Coventry. This is similar 
to P&G’s Comet in the U. S. 
Young & Rubicam is handling. # 


Johnson Joins Cahners 

Cahners Publications, Boston, 
publisher of Modern Materials 
Handling and Metalworking, has 
appointed Edward C. Johnson to 
the new post of director of staff 
operations. Prior to joining 
Cahners, Mr. Johnson was vp of 
Moore Publishing Co., New York. 


yf; of the best 


prospects 
for new cars 


In families that buy new models— 
in families that own 

two cars—more people 
read the Digest 

than any other magazine 


HAT YARDSTICK do you use to evaluate 


an advertising medium? The following meas- 
urements show some of the reasons why advertisers 
are investing 60% more in Reader’s Digest this 


year than they 


did in 1956. 


New-car purchases: In American homes where 


new models are purchased, a single issue of Reader’s 
Digest reaches 31% of the people. It also reaches 
32% of the people in homes where more than one 


car is owned. 


Circulation: Starting January 1, the Digest’s 
advertising rates will be based upon a circulation 
of 11,500,000. The Digest has the country’s largest 
magazine circulation—larger than the next two 


magazines combined. 


Advertising readership at low cost per 
thousand readers: Automotive advertising of 
all types is “noted” and “read most” by more 


major magazine. 


people per dollar in the Digest than in any other 


Circulation concentration: 82% of the 


Digest’s circulation is concentrated in the nation’s 


top-quality markets—where you find 82.7% of the 
country’s buying power. 


And Reader’s Digest offers youthe greatest 


extra value of all: The faith of its readers—the 
kind of faith that creates a climate of confidence 


leads people to action. 


for your advertising message. More and more ad- 
vertisers are discovering that this kind of faith 
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Nabob Is Canada’s 
No. 1 Coffee Brand, 
Kelly, Douglas Says 


Toronto, Nov. 26—Sales of Na- 
bob coffee have increased to the 
point where more of it is sold 
than any other brand retailed in 
Canada, Kelly, Douglas & Co. Ltd., 
of which Nabob Foods Ltd. is a 


debenture issue offered last week. 

The prospectus is unique in 
that its cover carries a four-color 
print of the Nabob trademark. 
This is probably the first time in 
Canada that a prospectus has 
been used to merchandise a cor- 
porate identity and may lead to 
promotional use of what is essen- 
tially a legal document. 

The company’s business, which 
is operated through six subsidi- 


wholly. owned subsidiary, states | aries, showed an increase during 
in a prospectus for a $3,000,000| the 12 weeks ended Aug. 17, 1957 


over the sarre period last year. 
Results are running ahead of the 
management forecast of increased 
sales and profits, and this year’s 
sales are expected to gain 8% over 
last year. # 


Purex Forms New Industrial 
and International Division 
Purex Corp., South Gate, Cal., 
has established an international 
and industrial division headed by 
Frank P. Denney, former Safeway 
executive who joined the company 


last May. The move was attributed 
to the “rapid growth in the compa- 
ny’s export and industrial business 
during the past year.” Purex’s 31 
industrial products now account 
for 5% of its sales. Exports go to 24 
countries and Purex operates fac- 
tories in Australia, New Zealand, 
Mexico, Cuba and the Philippines. 


Consumer Study Planned 

Dr. Robert Ferber, research pro- 
fessor of economics at the Univer- 
sity of Illinois, will direct a four- 


you. In New York, MUrray 


For an analysis of how Reader’s Digest covers 
your best prospects call the Digest office nearest 


cago, WHitehall 4-2544;1n Detroit, TRinity5-9600; 
in Los Angeles, OLive 3-0380; in San Francisco, 
EXbrook 2-3057. Or write to: Reader’s Digest, 
230 Park Avenue, New York 17, New York. 


Hill 4-7000; in Chi- 


Whether you're selling new cars, automotive 
accessories, gasoline, or auto insurance, you 
can reach more good prospects in Reader's 
Digest than in any other magazine. 


People have faith in 


[Readers Digest 


Largest magazine circulation in the U. S.— 
more than 11 million copies bought monthly 
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year study of consumer assets, 
savings and debts, to be undertak- 
en by the inter-university commit- 
tee for research on consumer be- 
havior under a $295,000 grant from 
the Ford Foundation. The commit- 
tee includes representatives from 
Harvard, New York and Yale Uni- 
versities and the Universities of 
Illinois and Michigan. 


Hicks & Greist Names Two 
Ernest M. Walker, formerly di- 
rector of the central division of 
ABC Radio, has joined Hicks & 
Greist, New York, as an account 
supervisor on packaged goods ac- 
counts. Hicks & Greist also has 
elected Irving Smith Kogan, di- 
rector of public relations, a vp. 


Travel Agent Names Waters 

Horizons Of Europe Inc., Bri- 
tish-owned travel agent, has ap- 
pointed Norman D. Waters & As- 
sociates, New York, to handle its 
advertising. The company will of- 
fer packaged motor coach tours of 
Europe. 


Weekend 


i fe. a 


The 
biggest 
single 
selling 
force 
in 


Canada 

e 
Greatest Circulation 
—1,500,000 net paid 

& 


Greatest Coverage 

— 2 out of 3 of all the Eng- 

lish speaking urban families 
we 


Greatest Dollar Volume 
— half again as much as any 


other magazine. 


Represented in ‘the United States by: 


O'Mara & Ormsbee — 
New York, Chicago, 
Detroit, Los Angeles, 

San Francisco 


Weekend 
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“Ads in The HERALD helpe 
us sell 13 NEW HOMES,” 


. . . says Harold Albert of Albert Builders, Inc., 
one of Grand Rapids’ leading home building contractors. 

"One of our recent promotions consisted of a 5-week series of half 
page ads featuring the Owens-Corning Fiberglas Co. Test House 
in THE SUNDAY HERALD. Result: 13 new houses in the $30,000 to 
$50,000 price range were sold. 

"We know from long experience that Herald readers consist of house- 
conscious, responsive, able-to-buy families . . . and that's why we 
always concentrate our advertising in this newspaper." 


_ Che Grand Rapids Herald 


Member of Federated Publications 


d 


_ Furniture Capital 
of the World 


REPRESENTED NATIONALLY BY 
SAW YER-FERGUSON-WALKER COMPANY 


L.A. Negroes Join to 
Boycott Budweiser 
for ‘Discrimination’ 


Los ANGELES, Nov. 26—More 
than 100 Negro liquor store and 
tavern owners here last week 
formed the Beverage Industry 
Improvement Committee of the 
Los Angeles unit of the National 
Assn. for the Advancement of Col- 
ored People in a vociferous drive 
for Negroes to boycott Budweiser 
beer. 

The retailers signed an “open 
letter to the public” which ran 
last week in three Los Angeles 
newspapers protesting alleged dis- 
crimination in employment of Ne- 
groes in the brewing industry, with 
Budweiser being specifically sin- 
gled out. 

Rev. Maurice A. Dawkins, local 
NAACP president, estimated there 
are about 400 taverns and stores 
serving primarily Negroes in Los 
Angeles, and committee members 


You said a mouthful 
to the men who 
build America... 


Advertising impact is a combination of what 
you say and who you say it to. Whether you're 
selling your company, its services or its products. . . 


your message is amplified by telling it in 


ever assembled by a magazine. 


ENGINEERING NEWS-RECORD ABP 48C A MCGRAW-HILL PUBLICATION 


Engineering News-Record. Here is where you reach 75,000 
important construction men — the men who build America — 
the largest, most powerful audience of construction men 


330 WEST 42N0 STREET NEW YORK 356 
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are continuing to call on the own- 
ers to urge cooperation. So far, 
no similar boycotts have been re- 
ported in other cities. 


® According to William Pollard, 
head of the NAACP labor and in- 
dustry committee here, all brew- 
eries are considered as having an 
“extremely bad record in the em- 
ployment of Negroes.” He said it 
would be impractical to boycott 
all breweries and that Budweiser 
has been singled out because it is 
the “big boy and if it can be 
brought into line the other brew- 
eries will follow.” The ad asserts 
Negroes deserve and insist upon 
total integration in jobs at Bud- 
weiser. 

When the drive was organized 
several weeks ago, Rev. Dawkins 
said that although Negroes consti- 
tute 8% of the population here, 
they account for about 18% of 
beer consumption, but that Bud- 
weiser has only two Negro em- 
ployes in a total of 440 at the Los 
Angeles branch. He said that in 
St. Louis, Anheuser-Busch’s home 
city, Negroes constitute 24% of 
the population and 35% of beer 
consumption, but the brewery does 
not employ a single Negro. 

He said the boycott drive will 
continue until Budweiser shows 
good faith by hiring at least 10 
more Negroes. 

A recent survey released by 
Ebony and Jet showed Budweiser 
the top selling beer in the Negro 
market, with 13.7% of the market 
(AA, Nov. 18). 


® Alfred Fleishman of Fleishman, 
Hillard, Anheuser-Busch public 
relations consultant in St. Louis, 
told Apvertistinc Ace that the 
brewery, which has remained si- 
lent on the subject of the boycott, 
will “not enter any debate” with 
the supporters of the boycott and 
does not plan to negotiate with 
them. 

He said Anheuser-Busch is not 
discriminating against Negroes but 
is simply representative of the 
whole brewing industry, and that 
“more Negroes are upgraded at 
Anheuser-Busch than at any other 
brewery.” 

While Mr. Fleishman declined to 
discuss how many Negroes An- 
heuser-Busch employs nationally 
—he said the company is presently 
trying to find out—he did say that 
there is no “white or Negro” iden- 
tification on application blanks. He 
added that the assistant to the vp 
of marketing, William Porter, is a 
Negro, and the company has had 
several Negro stenographers. 

“The answer is not a statistical 
one,” he said, suggesting that the 
entire brewing industry take a 
look at policy, which he asserted 
it does not entirely control. 

Anheuser-Busch is powerless to 
meet the boycott demands of hir- 
ing 10 more Negroes, he said, be- 
cause of standard union hiring and 
firing procedures, which are the 
same for all breweries. 

The company also feels it may 
have become involved in a local 
“competitive situation” and may 
have become a tool in “a political 
campaign involving the reelection 
of a local civic official.” 

So far, Mr. Fleishman said, the 
boycott has not noticeably affect- 
ed Budweiser sales. + 


Stanley Too] Names Wheeler 

C. Frederick Wheeler has been 
appointed marketing manager of 
Stanley Electric Tools, a division 
of The Stanley Works, New Brit- 
ain, Conn. He formerly was with 
Porter-Cable Machine Co., Syra- 
cuse, N.Y. 


Foley Named Advertising VP 
Joseph P. Foley, formerly pro- 
duction coordinator of Columbia 
Broadcasting System, has been 
named vp in charge of advertising 
for the new monthly magazine, 
1957 for Young New Yorkers, 


which made its bow last month. 
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What makes a newspaper great? 


‘| FASTEST CAR WASH 
had. Satisfaction guaran-| Le 
‘ you emuch experience on Dad's car. | signe 


ut | Age 14. Jim Olson. TR 9.0278. __|swi 


“Free want ad space for any teen- 
ager interested in getting a summer 
job.” This neighborly offer by the 
Minneapolis Star and Tribune pro- 
duced, one day last June, five solid 
pages of the sprightliest advertising 
that ever brightened the classified 
columns of major newspapers. 


Fascinated readers found enthusias- 
tic offers by youthful artists, acrobats, 
musicians, models and 13 budding 
ventriloquists. Talent - for - hire in- 
cluded dog trainers, horse walkers, 
semi-pro carpenters and enough car- 
washers and odd-job specialists to fill 
out a staggering total of 2,614 free 
want ads. Astute parents are still min- 
ing the five-month-old classified sec- 


tion for experienced baby-sitters. 


One 14-year-old offered to ‘““mow 
your grass and kill mosquitoes.” An- 
other hopeful volunteered, “I’ll mow, 
rake, cut, crate, bury, carry, push, 
pull and dig.’’ And one earnest youth 
wrote simply, “Willing to work hard.” 
Then thoughtfully added, “Also will- 
ing to stick with it.” 


Adult reaction to the juvenile job- 
seekers was enthusiastic and swift. 
More than half of the teenagers got 
responses to their ads. Over 600 ac- 
cepted the jobs offered. And a check- 
up survey found 89 per cent of the 
youngsters or their parents expressing 
thanks or praise for the newspapers’ 
free employment service. 


Baskets of mail poured into Minne- 
apolis Star and Tribune offices from 
kids, corporation presidents, parents 
and educators. One mother, in what 
she called a “‘hurried note,”’ wrote 10 
pages of thanks. A grain company 


executive who called the service a 
“tremendous contribution to the youth 
of the Twin Cities,’ wrote that he had 
already hired one young man, was 
planning to hire a couple more. And 
a teenager summed up for his fellows, 
“It’s the ultimate. Thanks a bunch.” 

For such thoughtful service to 
readers of all ages, and for leadership 
in many such worthwhile enterprises, 
residents of the Upper Midwest look 
naturally to the Minneapolis Star and 
Tribune . . . good friends, good neigh- 
bors, good newspapers to a great re- 
gion and all of its people. 


Minneapolis 
Star 2zxd Tribune 


EVENING MORNING & SUNDAY 


625,000 SUNDAY - 495,000 DAILY 


JOHN COWLES, President 
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Supermarket News a 


DRY GROCERY ADVERTISING UP 54% 
first 8 months of ’57 | s 
over first 8 months '56 


of Philip Morris, 
Is Dead at 62 


New York, Nov. 26—O. Parker 
McComas, 62, president of Philip 
Morris Inc., manufacturer of Phil- 
ip Morris, Marlboro, Parliament, 
Spud, and Benson & Hedges ciga- 
rets, died last night at Lenox Hill 
Hospital following an operation. 

Mr. McComas, whose first name 
was Oliver, was born in Baltimore. 
He was graduated from Princeton 
University in 1916 and received an 
M.A. degree there the following 
year. He received the silver star 
for gallantry in action with the 
U. S. Army in France in World 
War I. 

After the war he was asso- 
ciated with two Wall St. bro- 
kerage houses, Sutro Bros. & Co. 
and Cowen & Co., for several years, 
and in 1928 joined Bankers Trust 
Co. as a specialist in foreign secur- 
ities. He was sent to France the 


Grand Rapids 
City Zone 
now 281,977 


better than 4 out of 5 homes! 


w 
es ase 
r and the PRESS covers 
vag MICHIGAN MARKETS 
B Detrot..............., 2,121,699 
See §=6GRAND RAPIDS........ 281,977 
PME SUDY 6h 058 sup seve sd 257,475 The Grand Rapids market is booming in 
Royal Oak............... 160,741 sales, zooming in population! 
Lansing pide we ate sventene 143,567 Your product can be sold here, thoroughly 
Pontiac. .. seveeeess A24T51 and economically, with a single newspaper . . . 
Saginaw... .. 0. sss, 106,628 the Grand Rapids Press . . . the newspaper that 
Kalamazoo............... 89,213 is growing right along with this phenomenal 
Muskegon..............., 87,819 market. 
Battle Creek............. 69,798 The Press offers you city zone coverage in 
JackSON. eee, 64,355 more than 4 out of 5 homes. Total circulation 
Bay City. . «- 62,460 of 115,254* is 63,151 more than any other 
Port Huron .. 62,283 West Michigan daily. 
Ann Arbor . 53,552 


(ABC City Zone Populations) 


WEST MICHIGAN’S LARGEST MARKET 
CAN BE YOURS WITH YOUR CAMPAIGN IN 


*ABC Publisher's Statement March 31, 1957 


The Grand Rapids Press 


BOOTH 


THE BAY CITY TIMES THE ANN ARBOR NEWS 
THE SAGINAW NEWS JACKSON CITIZEN PATRIOT 


THE FLINT JOURNAL 
KALAMAZOO GAZETTE 


THE GRAND RAPIDS PRESS 
THE MUSKEGON CHRONICLE 


NATIONAL REPRESENTATIVES: A.H. Kuch, 260 Madison Ave., New York 16, MUrray Hill 5-2476; Sheldon B. Newman, 435 N. Michigan Ave., Chicago | I, 
Superior 7-4680; Brice McQuillin, 785 Market St., Son Francisco 3, Sutter 1-3401; William Shurtliff, 1612 Ford Bidg., Detroit 26, WOodward 1-0972 


Advertising Age, December 2, 1957 


Oo. P, McComas, Head following year to head the bank’s 


| 


office in Paris, and in 1930 he was 
named head of the bank’s London 
office. In 1934 he was brought home 
as a vp in charge of the company’s 
foreign department. 


® In 1946 Mr. McComas resigned 
to become a vp of Philip Morris; in 
1947 he was made exec vp of the 
tobacco company. He was elected 
president in 1949 and chief execu- 
tive officer in 1953. 

That year the company’s sales 
were $294,900,000. They dipped in 
54 to $282,800,000; in ’55 they rose 
slightly, to $283,200,000, and they 
climbed to $326,800,000 in ’56. It is 
estimated that °57 sales will be 
about $410,000,000. 

In 1953, Mr. McComas predicted 
that king-size brands, which then 
had about 18% of the total market, 
would equal the volume of stand- 
ard cigarets in 1958. Today, king- 
sizes are estimated at about 30% 
of the market. They have been out- 
distanced by filter cigarets, which 
have had a great boom since the 
so-called cancer scare linking lung 
cancer with cigaret smoking about 
two years ago. 

Under Mr. McComas’ direction, 
Philip Morris in 1954 bought con- 
trol of Benson & Hedges and ac- 
quired Parliament, Virginia 
Rounds, Debs and other B&H ciga- 
ret and cigar brands. That same 
year Marlboro cigarets entered the 
king-size filter-tip popular-price 
field, and the Philip Morris brand 
came out with a new snap-open 
pack. 


® In 1956, Philip Morris Inc. was 
the nation’s 36th largest national 
advertiser. It invested an estimated 
$19,000,000 in advertising in '56, of 
which $17,054,197 was in measured 
media. It is expected to spend 
about $23,200,000 this year (AA, 
Aug. 19). 

Earlier this year it acquired Mil- 
print Inc., packaging manufactur- 
er, with annual sales of about $60,- 
000,000. 

Long active in civic and philan- 
thropic affairs, Mr. McComas was 
elected president of the United 
Hospital Fund of New York last 
May, having previously served as 
general chairman of its annual 
campaign. He was a trustee of the 
Lenox Hill Hospital, and two 
months ago he was elected a mem- 
ber of the board of the Greater 
New York Fund. 

He was chairman of the Com- 
mon Cold Foundation and a trustee 
of the Keep America Beautiful 
Foundation. He also was a trustee 
of the International Chamber of 
Commerce and a member of the 
advisory board of the Chemical 
Corn Exchange Bank. + 


Screen Gems Names Two 

Tom Seehof has been named to 
head the mountain area sales office 
of Screen Gems in Salt Lake City. 
He has been working from the tv 
film company’s Los Angeles office 
for the past three years. Robert 
Newgard, formerly with Interstate 
Television, has joined the Screen 
Gems midwestern sales staff in 
Chicago. 


Tex Tan Names Paul Berry 
Paul Berry Co., Dallas, has been 
appointed to handle advertising for 
the three manufacturing divisions 
of Tex Tan Inc., Yoakum, Tex., 
manufacturer of leather goods. The 
account was formerly handled by 
Walker Saussy, New Orleans. 


See page 82 
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YOUNG & RUBICAM,”” 
Advertisin 4 


NEW YORK + CHICAGO - DETROIT - SAN FRANCISCO - LOS ANGELES « HOLLYWOOD « MONTREAL « TORONTO 


LONDON - MEXICO CITY - FRANKFURT - SAN JUAN » CARACAS 


It makes a happy sound when millions of peo- 
ple all over the country click on their TV sets 
to watch your show. 

And it’s an even happier situation when th 
viewers ‘‘tune in on” your sales message. 

If your salesmanship is as compelling as your 
showmanship, viewers will not only react favor- 
ably—they’ll go out and buy. 
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One Good Push Leads to Another; British 
Bike Men Ask ‘Cycling Fortnight’ Campaign 


Lonpon, Nov. 27—The British 
bicycle industry is pedaling hard 
to boost business. 

A campaign to stimulate the 
popularity of cycling was launched 
earlier this year as a result of talks 
between manufacturers and retail- 
ers. Television and cinema com- 
mercials were used throughout the 
country during the three-month 
campaign. 

Now, after studying sales fig- 
ures, the trade reports that sales 
on the home market in the first 
seven months of this year were 
12%% higher than in the same 
period of last year. 

Following the success of this 
initial scheme, the trade plans to 
stage a pre-Christmas drive. The 
campaign is being handled by the 
Charles F. Higham Ltd. agency. 


® All this has led to agitation for 
even more promotion. H. Shep- 


hard, representative of a national 
chain of cycle dealers, has asked 
the Bicycle Industries Assn. to fi- 
nance a £30,000 ($84,000) Na- 
tional Cycling Fortnight next 
spring. 

If this suggestion is adopted it 
will be the first such campaign in 
35 years. # 


Ad Golf Assn. Elects 

The Advertising Golf Assn. of 
Washington has elected Art Ger- 
bel, KOMO-TV and radio, presi- 
dent. Other officers elected include 
Joe Lilly, Lundquist-Lilly, senior 
vp; Al Goldblatt, Alfred Goldblatt 
Agency, vp for public relations; 
Paul Coyne, Lion Match Co., vp 
for intercity relations; Rod Olzen- 
dam, vp for golf; Rusty Burke, 
Burke Co., secretary, and Gus Asp- 
lund, Seattle-First National Bank, 
treasurer. Mrs. Nancy Davis was 


reappointed executive secretary. 


‘th-Corona 


SA WATER SOF TENER 


baby E Mv EYERCORD co. 


Dept. P-201 © 5323 West Lake Street © Chicago 44, Illinois 


the big SWING IS TO 
% MEVERCORD 


Coneifive 


DECAL 
SIGNS 


ALL the advantages of 


pressure sensitive 
application 

ALL the permanence of 
a true decal sign 


More and more national and re- 
gional Point of Purchase sign 
advertisers are switching over to 
Meyercord’s new Pressure Sensi- 
tive Decal Signs! The reason isn’t 
very hard to dig out... 

Recently an important adver- 
tiser told us, “There has been a 
marked increase in our sign cir- 
culation thanks to Meyercord 
Pressure Sensitive Decal Signs. 
Our field men are getting up more 
signs . . . and more rapidly . 
than with anything we've used 
before.” 

And no wonder! Meyercord 
Pressure Sensitive Decal Signs 
are mounted with a simple two- 
step installation that takes only 
seconds and requires mo water. 
Once up, these decal signs main- 
tain ali the brilliance and per- 
manence that have distinguished 
Meyercord Decal Signs for more 
than 60 years. 

There are no restrictions as to 
color, shape, design or size . . . 
either halftone or straight poster 
style. Let us show you how to put 
Meyercord experience and facili- 
ties to work in your merchandis- 
ing program with Pressure Sensi- 
tive Decal Signs. 


Pressure Sensitive Facts—FREE 


Full story of Meyercord 
Pressure Sensitive 
Decal Signs, along 
with current somples, , 
is yours, for the ask- 
ing. Please write to- ji 
day on company 
letterhead. 
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ASTRAL PUP—“Moral: keep smiling,” 
says Dillenbeck-Galavan, Los An- 
geles representative, of its mutnik- 
inspired promotion piece. 


Johnson Cites Gains 
for U.S. in Special 
‘Drug Topics’ Issue 


New York, Nov. 26—Within ten 
years the total production of goods 
and services in the U. S. should 
grow to more than $650 billion, in 
terms of 1957 prices, compared 
with $436 billion in ’57, Dr. Arno 
H. Johnson, vp and senior econo- 
mist of J. Walter Thompson Co., 
predicts in an article written for 
the current centennial issue of 
Drug Topics. 

“This means rapid changes in 
markets and in the purchasing 
habits and consumption of people,” 
Dr. Johnson says, “and in partic- 
ular it means,” he adds, “an op- 
portunity for expansion of retail 
drug store sales to a $10 billion 
volume, compared with about $6.2 
billion in 1957.” 

A. C. Nielsen Sr., chairman of 
the Chicago research organization 
of that name, in an article in the 
publication’s centennial issue, pre- 
dicts (1) more brands under the 
marketing control of a single man- 
ufacturer; (2) an increase in mul- 
ti-stere ownership and (3) an im- 
provement in the selling standards 
or performance of manufacturers’ 
representatives to cope with the 
advances made by retailers in buy- 
ing procedures. 

The centennial issue reviews the 
traditions, practices and changes 
which have taken place in the drug 
industry during the past 100 years 
and predicts new developments in 
the progress of pharmacy. # 


Hayman Named A.M. 

S. G. (Sid) Hayman, head of the 
service department, Alaska Steam- 
ship Co., Seattle, has been named 
advertising manager in addition. 
Mr. Hayman has been with the 


Help Increase 
Ad Productivity, 
Greene Urges Media 


New York, Nov. 26—Stressing 
that “the same advertising dollars 
are reaching fewer people in all 
media,” Braddock Greene, assist- 
ant advertising director of Nation- 
al Distillers Products Co., sug- 
gested three things that newspaper 
and magazine advertising repre- 
sentatives can do to help advertis- 
ers cope with rising costs. 
Speaking before a luncheon 
meeting of media representatives, 
Mr. Greene said, “In addition to 
increasing costs, readership of ads 
in magazines and newspapers has 
declined as a result of increased 
total pages and lines of advertis- 
ing.” 

Comparing 1950 with 1956, he 
pointed out that although liquor 
consumption increased only 13%, 
advertising expenditures were 
boosted 59%. 

“Cost per impression per 1,000 
is up 28% in magazines and 26% 
in newspapers. The same dollars 
are reaching fewer people,” he 
said. 


s To offset this situation, Mr. 
Greene suggested that media rep- 
resentatives should consider: 


e 1. Helping advertisers get better 


Advertising Age, December 2, 1957 


positioning of liquor ads. He noted 
that liquor advertising is a special 
category, and advertising salesmen 
should help to make their adver- 
tising managers and publishers 
more aware of the situation con- 
fronting the liquor industry. 


e 2. Stepping up and making more 
effective the merchandising of ads 
by media. 


e 3. Pointing out to distiller ad 
managers ways of using media 
more effectively through special 
issues or sections which “you feel 
will get better, more productive 
readership,” he said, and “by sug- 
gesting other tried and tested 
techniques used by competitors and 
their advertisers.” 


= Mr. Greene pointed out that “the 
liquor industry has won a place 
in the social scheme through aid- 
ing consumers to relax and enjoy 
life in this age of stress and anxi- 
ety,” and that it has “a great fu- 
ture potential.” + 


ABP Changes Conference Date 

The date of the annual eastern 
conference of Associated Business 
Publications has been changed 
from March 5 to March 27, 1958. 
It will be held at the Hotel Roose- 
velt. Edward B. Wintersteen, exec- 
utive manager, business papers 
division, Reuben H. Donnelley 
Corp., New York, is conference 
chairman. 
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The median income of the Elks 


94.2% own one or more automobiles. 
31.2% bought a new car in the 
last 12 month period. 


» In the ownership of household 
appliances and expenditures for food, 
clothing, and services adding up 


demonstrates conclusively that 
Elks are a top market. 


To sell this market of 1,204,000 Elks — 
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households is $6,636. 


living, the Starch Report 


in The Elks Magazine. 
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@ Retail Sales ... Population ... Tourism . . . Manufacturing . . . Construction—all 
UP and setting new records. @ So is the Herald’s circulation . . . UP 17,865 daily to 
265,340; UP 24,966 Sunday to 318,903. @ UP in Advertising, too! The Herald’s im- 
pressive gain of 1,048,792 lines to a total of 41,415,419 (first 9 months) ranks it SECOND 
in the entire U.S.A. @ Sell Florida’s Gold Coast $2-billion market with dominant ONE- 


PAPER LOW-COST coverage! 
What’s up in Miami? ERY HING * 


NOTHING UNDER THE | 


SUN covers Greater Miami , i ® . d 
and the Florida Gold Coast Like Che Miami Geral 


. y : 


Reaches 91% of Greater 
Miami's newspaper homes. Ex- 
clusive home penetration 7 to 1. 


NEW! 1957 STUDY “TOP TEN BRANDS" 


For your free copy write The 
Miami Herald, or ask the man from 


STORY, BROOKS & FINLEY, INC, 
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Cancer May Have 
Multiple Causes, 
Says TIRC’s Hockett 


New York, Nov. 26—An abun- 
dance of evidence is accumulating 
that shows lung cancer cannot be 
explained by any single, simple 
factor, such as cigaret smoking, Dr. 
Robert C. Hockett, associate sci- 
entific director of the Tobacco In- 
dustry Research Committee, told 
the New York City Advertising 
Men’s Post 209 of the American 
Legion last week. 

“A case is sometimes made for 
the anti-cigaret theory by selecting 
the evidence,” Dr. Hockett said. 
“Likewise, a case against this the- 
ory can also be made by selecting 
the evidence. 

“But taking all the known fac- | 
tors in balance, one must arrive | 
at the conclusion that the answer | 
or answers to human lung cancer) 
just aren’t known. Anyone may) 
speculate on his pet theory, but) 
such opinions should not be con-| 
fused with facts.” 

Describing the work of the sci-| 
entific advisory board of the To-| 
bacco Industry Research Commit- | 
tee, Dr. Hockett said that the board 
of nine independent scientists has | 
complete freedom in the research 
policy and program, and has al- 
located about $2,000,000 so far in 
grants to scientists working in ed- 
ucational, medical and research in- 
stitutions. 


® The position of the board, he. 
said, is that so far too little is 
known about lung cancer and | 
heart disease to warrant any con- 
clusions as to specific cause or 
causes. 

“Factors statistically associated 
with lung cancer do not necessari- 
ly have a causative role,” Dr. 
Hockett said. “The significance of 
the more recent studies is that they 
show lung cancer is related to a 
vast number of factors. 

“It is certainly not justified to | 
assign to any one of them a pri- 
mary causative roie, especially 
when medical science is just be- 
ginning to lift the curtain on the 
unknowns about cancer.” 

Emphasizing that generalizations | 
about the effects of smoking on 
health are unwarranted, Dr. Hock- | 
ett cited a scientific paper given | 
last week at the Southern Medical | 
Assn. meeting (AA, Nov. 18). A} 
study of 11,000 workers of Amer- | 


in the independent Northeastern 
Wisconsin Market goods and 
services move to 200,000 people 
through a single medium reaching 
over 39,000 homes every day! 
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Phil A. McClosky, Manager, General Advertising 


,ican Tobacco Co. showed that the 


workers smoke nearly twice as 
much as the average smoker and 
still have average or below aver- 
age cancer and heart disease risks 
and live beyond the average life 
expectancy. 


s “If nothing else,” Dr. Hockett 
said, “this shows that smoking, in 
itself isn’t necessarily or invaria- 
bly associated with higher death 
rates or higher risks of cancer and 
heart disease.” # 


Gerbel Heads KOMO PR 

Art Gerbel, for the past four 
years sales manager, Frayn Print- 
ing Co., Seattle, has been appoint- 
ed public relations manager of 
KOMO and KOMO-TV, Seattle 
NBC outlets. Mr. Gerbel, who in 
1936 was an account executive on 
the KOMO-KJR radio sales staff, 
jlater became assistant general 
_manager of KJR, from which he 
|took a six-month leave of absence 
|in 1952 to manage the successful 
gubernatorial campaign of Arthur 


Langlie, now president of McCall 
Corp. 


NTA Names Ted Cott VP 

Ted Cott, who joined National 
Television Associates, New York, 
in June, 1957, after holding posts 
with DuMont and NBC, has been 
named vp in charge of NTA’s tv 
and radio properties. Mr. Cott 
played a key role in NTA’s pur- 
chase of KMGM-TV, Minneapolis, 
and WATV and WAAT, Newark, 
N.J. 
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Auto Seat Cover Drive Set 

A $150,000 advertising and pub- 
lic relations campaign has been set 
by the Automobile Seat Cover 
Manufacturers Assn. for 1958. Bulk 
of the promotion will come in 
April and May, peak selling period 
for the covers. Page ads are slated 
for Life and The Saturday Evening 
Post. Good Car Keeping Week will 
be celebrated in May. Theme for 
the campaign is “Good car keep- 
ing begins with beautiful seat cov- 
ers.” 


“that’s the way the 


When you make Vogue a regular habit on your schedule, 
Vogue makes your product a regular buying habit all over 
America. For suddenly you've got the eye of America’s top 
families of taste and means—who trust Vogue ... who buy 
from it. You get the order from the retail buyers and the 
merchandise managers of hundreds of ieading stores from 


| 


| 


coast to coast (where Vogue is required reading) who know 
that Vogue readers set the buying trends America follows. 


You’re in a new kind of selling atmosphere now—the 
progressive, dynamic force of fashion promotion. You've 
identified yourself and your product with the influence and 
authority of Vogue. That means you're selling on sight not 


the selling power is fashion . 
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Chernow Tries New Service 

Chernow Advertising Agency, 
New York, has set up a special 
department to develop coordinated 
industrial-fashion merchandising 
and advertising promotions. Ar- 
nold Ostrower, formerly with 
Amos Parrish Co. and Chain Store 
Age, will be in charge. The new 
department is an outgrowth of re- 
cent Chernow tie-ins which have 
linked fashion companies with 
such non-fashion products as cars, 
cigarets and deodorants. 


Ford's Central 
Marketing Operation 
Passes from Picture 


DEARBORN, Micu., Nov. 27—Ford 
Motor Co.’s central marketing 
staff, created with much fanfare 
in November, 1956, with James J. 
Nance as its head, is now defunct. 

“It really never got off the 
ground,” a Ford official said. 

Mr. Nance, former president of 


45 


Studebaker-Packard Corp., was | of Ford. No one was picked to re- | tions. The small marketing section 


named vp—marketing when he 
got the job (AA, Oct. 15, ’56). Ac- 
cording to Ford, the staff was to 
represent the board chairman and 
president on marketing matters, as 
well as conduct long-range re- 
search and planning, make rec- 
ommendations to the divisions and 
review divisional marketing plans, 
with veto power over the latter. 
Last September (AA, Sept. 23), 
Mr. Nance was named to head the 


|place him as head of the market- 


ing staff, which is now apparently 
non-operational. 


s Ford’s explanation of the demise 
of the group is that officials found 
that such an independent agency 
would not work to the advantage 
of all company divisions. 

The advertising and sales pro- 
motion portion of the staff has 
been shifted to the office of 


reunited Lincoln-Mercury division|Charles Moore, vp—public rela- 


only to our readers and leading stores, but to every woman 
in America who recognizes the words “as seen in Vogue” 
on your product or service as the brand name for fashion. 


_You’ve put your advertising where smart America goes 
looking for its ideas. The result: they’re buying your ideas. 
That’s the way the cookie crumbles .. . 


n...the fashion power is Vogue. 


Vogue, 420 Lexington Avenue, New York 17, New York. 


VOGUE. 


has been absorbed by the office of 
Theodore O. Yntema, vp—finance. 

Known accomplishments of the 
marketing staff during its short 
life span are few. While head of 
the group, Mr. Nance helped build 
the dealer organization for the Ed- 
sel division. # 


Schenley Net Climbs 30% 
on 16% Sales Rise 

Earnings of Schenley Industries, 
New York, for the fiscal year end- 
ed Aug. 31, 1957, rose 30%, while 
sales in the same period climbed 
16% from fiscal 1956, the compa- 
ny’s annual report indicates. Net 
profit was $10,966,313, up from 
$8,438,783 in fiscal "56. Sales were 
$469,989,093 in fiscal °57 compared 
with $404,161,765 in fiscal °56. 

The Park & Tilford Distillers 
Corp. was the only division of the 
company which operated at a loss, 
the report shows. This was report- 
ed to be $879,000. Advertising and 
promotional expenses in fiscal '57 
were increased 17%. 


TO TURN RANDOM 
TUNERS INTO 
VETERAN VIEWERS 


Now— in many markets—three 
great adventure-action series 
combined into one great 5-day- 
a-week show! Why pay a pretty 
penny for programs when you 
can get top-rated series in your 
market and hold on to all of 
your own cash! For complete 
details about this new plan, 
phone today. Or wire Michael 
M. Sillerman at TPA for your 
market’s availability. 


Hurry! Markets are 
being reserved 
today! Wire or 
phone for private 
screening! 


Television Programs of America, Inc. 
488 Madison Ave., N. Y. 22 © PLaza 5-2100 
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You Ought fo Kirow .pobert £. Harper 


Trade association executives of- 
ten get resolutions of appreciation 
from their bosses, but how many 
can say they got both a resolution 
and a generous new contract? 

That was the recent experience 
of Robert E. Harper, president 
of National Business Publications, 
one of the two major associations 
which speak for business publica- 
tions. 

Bob’s work in building NBP’s 
program and membership since 
shortly after it was reorganized in 
1948 has been informally recog- 
nized among publishers for a long 
time. But recently it was put into 
tangible form, when NBP’s direc- 
tors agreed to (1) negotiate a new 
and more attractive contract with 
the man who had done so much to 
promote their association’s growth, 
and (2) present a suitable resolu- 
tion expressing their applause for 
his work. 


s Terms of this new contract have 


not been revealed, but the hand- 
somely engraved resolution, pre- 
sented at a regional meeting in 
Chicago, cited a variety of praise- 
worthy virtues, including “unusual 
qualities of rare understanding, 
creative vision, executive decision 
and expert direction.” 

NBPers generally agree it was 
Bob Harper’s imaginative guidance 
which inspired their organization 
to develop from a lobby interested 
largely in postal matters to a serv- 
ice organization which makes its 
full contribution to the progress 
and prestige of business paper 
publishing. 

Where NBP in 1948 was con- 
cerned almost entirely with postal 
problems of controlled circulation 
business publications, the associa- 
tion’s program has been developed 
so that today it serves all kinds of 
business publications. It will soon 
be occupying about a floor and a 
half in a large new Washington of- 
fice building, with a staff of eight 


Your classified ad 


Advertising Age 


gets 


ACTION! 


.. . but there’s no mystery about it. For Ad 
Age is read by almost 150,000 advertising 
and marketing executives—the people with 
authority to buy, sell, or hire. They know 
what they want—they act fast to get it! 


Use This Space to Print or Type Your Classified Advertising Message 


Classified Rates: $1.25 per line, minimum charge $5.00. Cash with 
order. Figure all cap lines (maximum—two) 30 letters and spaces 
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to coordinate activities dealing 
with all the vital problems of busi- 
ness publishing. 


® Obviously this expansion took 
place with the encouragement 


of the association. 


that when Bob Harper resigned as 


tries to join NBP early in 1949, he 
submitted a 14-point suggested 
program, stressing service to the 
individual member and designed to 
build, as he puts it, “a lasting or- 
ganization, not just a postal lob- 
by.” 

Much NBP activity is devised 
to meet the specific needs of indi- 
vidual members at the Post Office 
Department or other government 
agencies, or through the associa- 
tion’s “Just Between Ourselves” 
bulletins which circulate “know 
how” information. 

Moreover, Bob Harper also rec- 
ommended that NBP, as a Wash- 
| ington-based organization, should 
exploit every opportunity to re- 
mind influential people of the role 
the business press plays in our 
economy. 


= One outgrowth of this concern 
for public relations is the annual 
Silver Quill dinner. During each of 
the past six years this spectacular 
event has enabled NBP members 
to play host to more than 1,000 cap- 
tains of industry and top govern- 
ment brass for an evening which 
adds up to a compelling reminder 
of the stature which has been 
achieved by business publications. 

Bob Harper scoffs at the descrip- 
tion, “Puck with a southern ac- 
cent,” which was used by one bi- 
ographer, but in some respects it 
comes amazingly close to the tar- 
get. He’s affable, a devotee of the 
good manners which should be in- 
stinctive in a native of New Or- 
leans, and is at his best when man- 
aging complicated social relation- 
ships like those which arise when 
entertainment and seating ar- 
rangements for a big affair like the 
Silver Quill dinner are being 
ironed out. 


® The son of a Methodist minister, 
he was raised and schooled in New 
Orleans. His adventures in pub- 
lishing started with a school paper, 
which he published on his own 
“jelly roll” press in grammar 
school. 

During Bob’s schooldays, his fa- 
ther became editor of the New Or- 
leans Christian Advocate, so by the 
time Bob was in high school the 
smell of printer’s ink had perme- 
ated his existence. 

Bob began publishing a free 
lance humor magazine, “The Jes- 
ter,” which, despite its unofficial 
status, proved wonderfully popu- 
lar among his classmates. 

Looking back, he recognizes that 


and approval of the publishers who | 
foot the bills and contro] the work 


Nevertheless it is a historic fact} 


advertising and publicity director | 
of the National Assn. of Ice Indus-} 


Robert Harper 


his education and early career 
equipped him admirably for his 
present occupation. After a year of 
journalism at Tulane, he withdrew 
from college and spent two years 
on New Orleans newspapers. 

When he subsequently resumed 
his studies at the University of 


| Alabama, his activities in college 


journalism covered a wide scope 
of specialties, from cartooning to 
editing, and he easily won editor- 
ships on the Crimson & White 
(newspaper), the Rammer-Jam- 
mer (humor magazine) and the 
“Corolla” (yearbook) at Alabama. 


® Returning to New Orleans jour- 
nalism in the lean days of the de- 
pression as proof reader on the 
Times-Picayune, he supplemented 
his pay by adventuring into adver- 
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tising and public relations, with 
such accounts as the Louisiana 
Assn. of Optometrists. 

While peddling ads for one ex- 
tra-curricular account he solicited 
the southern division of Shell Pe- 
troleum. Instead of selling them 
the ad, he sold them the services of 
Bob Harper. 

By 1936 he was sales promotion 
and advertising director of the 
southern division of Shell. On the 
side, after hours, he was operating 
a “creative mimeographing” busi- 
ness and providing public relations 
advice and services to whatever 
clients he could get. 

One such account, tossed his 
way by Col. Seymour Weiss, of 
New Orleans’ Roosevelt Hotel, was 
the convention of the American 
Road Builders Assn. When the 
convention ended, the road build- 
ers were prevailing upon Bob Har- 
per to come to Washington as their 
director of public relations. 


= “It took me six weeks to make 
that decision,” Bob says. “After all, 
our roots in Louisiana go deep, 
back to great-great-grandfather 
Fulwar Skipwith on mother’s side. 
If you know southern history, he’s 
the man who organized the white 
planters to fight the Indians, 
Spanish and French. He founded, 
and served as governor of West 
Florida, in an effort to bring Loui- 
siana into the U. S.” 

In wartime Bob left the road 


builders for the Treasury’s war 


Romankeable Rockhond 


31st in the nation in spendable income per household! 
2nd largest machine tool center in the world! 
11th in the nation in postal savings! 


+ + 
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community . . . surrounded by a rich agricultural area. 
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ROCKFORD MORNING STAR 
Rockford Register-Republic 


Represented Nationally by Burke, Kuiper & Mahoney, inc. 


e 


wd 


oF IN ILLINOIS 


& 
. 


| am enclosing $ 


1 State 


Clip and mail 
this form to: 


THE ADVERTISING MARKET PLACE 


ADVERTISING AGE 
200 E. Illinois St. 
Chicago, Illinois 


APPLAUSE for a sales pitch and 
another prospect may soon be a customer. 
Sales promotions we've created have 
kept our clients—and our clients’ pros- 
pects—clapping. Let us give you a hand 
4 with your sales presentations, sales kits, 
charts, booklets, catalogues and film strips. 


GRAPHIC ARTS CENTER, INC. oa) 
39 West 29 Street, NY 1 + MUrray Hill 4-1108 


ve OS BOWE Sty Oe: ES a wt FO St ee eee ee ee ae Spas ede. Ly i Oe ee aia Ay Be ee Oe a en ny mR ou cre Be a eae a es ele ee tT ee Oa Bele a ee ele Le ae aa et el re oe 2.37 el See ee ae | 
2 Se eee Pee he Be ae es ee ges Sees oe Po i a ee CS tig gs Sie i age thee Pre eee rere i yy eee ak ti iNeed uae iGo 4 Saeed sae saa ee er ae = 
- ee oe i? “eee so AP ae oj ee ba ce ase eee OS el eric ame ee eer 14 eee eh | 
“ “ae ie eae - mire ms Ae ERP ne) el Rene Toi ed eA k,n ian re ae ee 2 i ee Beery ohh Rate aD ee rr ieee a) aaa ne ee |, “es peo Oc eM ee | “ene ee eae wise 
of ee ee dae ARE Me. oe ia Oey aE ee sameeren a, ent Oe A a em = Ae ON game Paes a ae ee ees eee y 
28) SRR eee hc seer < i eg gc: Bari el ret cen eo : a er. ee Eee, stan a; go? ree ae * Saad 2 ats ~ OMe es ‘ 
ae ewer ee a or Se pate sec ae i —/ res = ig ee , Ft ; ; > % Pes Z 
- 2 ; 
ra ens 
ee ; a 
ES . 7 
: r ee 
: ' 
Fi ed a ‘ im 7 
ae et en! : 
ee a : 
Sane a ; 
: ae es 7 
; ee 2) re a 
ert sana ee ee ee 
eae es gee 3 ja ae as 
Poe ee menage ee «ily Lae 
2 pes) oT we i - eee } 
ete | ss q ag pcr 
Po aed iB ol S|: ss i 
oe oe Ge, see mae : 
: So ie ee is Pas 
Mrs Ly 140 
ae a; 
ee ae, 1s 
ays Ne. 
iin ' eas 
ie Dee . tery 
eee ‘i 
HA iene - 
fee): : 
“eS pe. 
aeaa ee 
ee re a 
pete, ioe 
gs sai is 
fo eae 
Fs ae 
eee al 
oe ee | sage 
eae . 
gece ec . —_ e. 
a a ny 
ae ts 
Pie cl eal ie 
Po i | 
& pie 
ses ee ite 
ya aan, . ‘ Tie i A) a ae ees ti ia Ces 
sors ge | —_— oe in ante epee es 
Fcackatenas y 
ae 
eal . Re | 
Peis Sy | ; 
eat >i 
as oe 
es 2 a 
ie | tae 
i : 
ss | a 
F Pa ay 
| 1 
phi ,- 
1A, 
Binns | 
ve $ on | | 
ak ashe . | 
SS | 
ey ey | 
Sie | =e, 
a cade”. ion 
; ; ‘ . } | er 
jaa | | Ree 
ades - | i) 
. ii: ie 
‘eles Ay 
| we 
: | = 
2. tog eo 
ut. re Pf | , - 
— ees | Fae 
dpe, i. | aed 
creo age ie 
oo ae | oe > 2 Cas a8 
ceed ae ee ee a 
aa ose oh aie + a 
ae Jae a Tit 
Pe se a E hae ai ees 
ce - - nA a ee 
Ee; Le e, 
gt tete i: j 4 
> oo ra es . * G 
aD ( : : 
Pee ee : 4 ee a a 
gas of half a million x) 7 
= a sae Aad 
Ce ites x yea 7 
viens _ AT THE 2 . 
a et ip i =a 
are Ms tle dees ai | as 
Syst | ee ic ges ; he 
: a << ee ks ee 
va” g ‘ 
Pert ' > ie ah 
ties | Ree ae 7 
: ee oma, ar 2 
: | ih” 
‘ — — Ne a... sss?! 3 | ¥ ao 
; a 
a | * 
eS : 
wl SE 4 
Sag ‘ ea EEE : 
ey - - 
ee re ,,,,,,,,,,  —V—nrn ‘ b | : 
arn ; . ag ‘ 
eS i : ai igs ; r “fe i ee Se a 
Be ig HI iia deine r ‘ i. he <i pe 
spk SSS SSS ee eg 53 og te s \ J oa 
: ; eae eae ; és il Pk . en 
eo i F a Pe are May " 
ar fe ‘ ee : 
. aA ‘ 
SSS : a . 7 
r ie AG 
c : ey J os : 
: — —. a s an é 
; ‘ : ze me So» gp 
power] t endl ; g 2 il a any 
= be Ee ee ae px r 
. oad i i: 
eae ua  . ce oa 
a. Be P : _ - a a 
; ae - j d Riss: 
Er ve - * ., m matey 
oe My Name ; : ; = 
; 7 7 ee : WF 
: 5 “i rid 
4 ® kb i a an SS ‘ 
ee ;, is nip ek aa ~ 
a oe : egal tae ee 
eee i % wa platens i Lig 2 ae 
tae at % Li j | “ = Bei 7 : a 
oe : By a ' | Bei 
as er bi 
= A 
é ¥ . Z| ( 
‘ . = ay = : 
3 a 7 a Ya Ae 5 ~ . ral i ” —_ Ww a ge = ms yi nt Fe i i A, ' = y 4 m iy = 5 Oy et i in, 
he oa, aged NBs ananassae ee Ca a es ei mae a ES Nass aM ie NS a SAT les BU es oe ite arene ¢ io Ey i tai a EE Si Sao op Aaa ved ae Pai nee eee . ae c 
5 ‘ Aa ee ae ett ee tn ee ee ee is ee i z Si ef St Ie ace a car ih, 22. PE Rae eae yee eee aes eS ; oe ae Bs Be : 
2 Lt % Pes te sg Eo ; ch OR NS eee ee ried are Sosa, Some ha ee ee ete aie = oo . PR Bie Wakes Sah eee Noire Oo na pine aes ae ST Jagr ig tl llamas i ici mers OR i Pine as oe NO a Sl ee Sel a 
= i oe | Pee ag We a et ecu ee ae Biot aus Hy 2, ce ees i ‘ 2 wae $ i, ree CR gear SPT Maret! ee : bene Caine Fe cire Omens Bee ee ‘ Sregeeh 
J ee Poereigamme Sgt 2 oo O80 SE a ge MRS On ies GY, i; 5 oS Se ar tes TS linn a aR yc) SS eA kL 
=P eae ey era a PALS OR pesky eee Ty a a hey ee ne ~ SRN tcl ee ae) SpE inn oy i aS lee Ree ede tie cys tr etm Re ee eae 


Advertising Age, December 2, 1957 


Savings staff, and subsequently the 
Washington office of Motion Pic- 
ture Advertising Service, where 
he produced war effort films. 

As one of Washington’s best 
known public relations personali- 
ties—he is a co-founder of Ameri- 
can Public Relations Assn., a mem- 
ber of many clubs, and a veteran 
of innumerable civic activities—it 
was hardly surprising that col- 
leagues invited his suggestions in 
1948, when NBP passed the word 
that it would appreciate leads to a 
competent managing director. 


® While he conferred with NBP 
representatives, Bob was suffi- 
ciently content in his spot with Na- 
tional Assn. of Ice Industries that 
he did not consider himself a can- 
didate, when he was originally 
sounded out. Several months later, 
after another man had tried the 
job, an improved NBP offer, at a 
time when the ice industry pro- 
gram seemed to be faltering, 
brought him to the spot where he 
has remained for the past nine 
years. 

His experience in art, writing, 
motion pictures, advertising and 
public relations has been invalu- 
able in an association where much 
of the work is publishing and pub- 
lic relations. These practical assets 
are mellowed by other interests— 
music, singing, and a deep love and 
curiosity about the South. 


® His collection of signed copies of 
southern Americana includes a set 
of signed first editions of William 
Faulkner, complete except for 
“The Marble Fawn.” Among the 
items in his gun and pistol collec- 
tion is a Springfield rifle with Al- 
len conversion (from musket to 
breech loader). (He’d appreciate a 
lead which would help him locate 
a Richmond musket, the only gun 
of southern origin.) 

Among Bob’s other collections 
are half ships, bottle ships (he has 
16 of them) and steamboat lore— 
including one of 11 surviving 
chairs from the palatial Mississip- 
pi River steamer, the J. M. White. 
(Bob says Walt Disney has eight 
of them and Ray Samuel, of New 
Orleans, has two others.) 

The two other members of the 
Harper family are also collectors. 
Bob and his son Robby (14) havea 
joint collection of lead soldiers. 
Bob’s wife, Alma, collects snuff- 
boxes, patchboxes and music 
boxes. 


® One of the good things that came 
Bob’s way for returning to college 
after his first adventure in New 
Orleans journalism was that he 
met Alma while attending Ala- 
bama. Shortly after he was grad- 
uated and began work on the 
Times-Picayune, he and his family 
drove to Vicksburg, Miss., where 
he and Alma were married by 
Bob’s father at the Methodist 
Church. 

“Later we drove back to New Or- 
leans with my family,” he recalls, 
“and I reported to the Times-Pic- 
ayune to work the night shift.” 

Despite the fact that he is in 
Washington fulltime, where he 
could represent NBP before a mul- 
titude of congressional committees 


Johnson, Max G. Kocour and 
Bradley H. Roberts to its account 
executive staff. Mr. Johnson for- 
merly was with Klau-Van Pieter- 
som-Dunlap, Milwaukee; Mr. Ko- 
cour previously was with N. W. 
Ayer & Son, and Mr. Roberts was 
with Compton Advertising. 
Needham, Louis has elected Scott 
Keck, assistant-tv radio director, a 
vp. Bruce McLean, an account ex- 
ecutive and supervisor of NL&B of 
Canada Ltd., Toronto, also has 
been named a vp. 


Harris McKinney Adds Two 
Harris D. McKinney Inc., Phil- 
adelphia, has been appointed to 
handle advertising and sales pro- 
motion for Industrial Hydraulic 
Lifts Inc., Pennsauken, N.J. There 
is no previous agency of record. 
McKinney also has been named to 
handle advertising and sales pro- 
motion for the speed reducer, mix- 
er and coupling divisions of Phil- 
adelphia Gear Works, Philadelphia. 
R. E. Lovekin Corp., Philadelphia, 
will continue to handle advertising 


for the company’s industrial gears 
and Limitorque valve control divi- 
sions. 


"Western Sportsman’ to Ware 

Western Sportsman Publishing 
'Co., Pasadena, Cal., has appointed 
|Frank Ware Co., New York, its 
eastern advertising representative. 
New publisher, John W. Heck Jr., 
has announced the publication has 
a new circulation level—52,000— 
an increase of 10,000 in the past 10 
months. 
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Rolscreen Names Koenigs 

Raymond J. Koenigs has been 
named advertising manager of Rol- 
screen Co., Pella, Ia. He formerly 
was production manager and ac- 
count executive of Cary-Hill, Des 
Moines. 


Romaine Named VP 

Peirce L. Romaine, formerly 
with Paul H. Raymer Co., has been 
named vp in charge of sales of 
Time Merchants, New York, tv 
barter specialist. 


and government agencies, 
makes a practice of staying in the 
background to the greatest extent 
possible, and he rarely testifies in 
the name of the association. 


s “When people say, why don’t 
you get out front and take a more 
active part,” he says, “I remind 
myself that the men who do the 
work should be in the spotlight. 
The field of business publishing is 
known and will be known by the 
people who run it, and not by those 
who run the association.” # 


Needham, Louis Names 

Three A.£.s; Elects Two 
Needham, Louis & Brorby, Chi- 

cago, has appointed Richard E. 


Bob | 


*In case you haven't met these three medie 


experts before: Hi stands for high accept- 
once; Brod for broad market coverage and Lo 
for low cost. They all apply, of course, to the 
~" aeeneee Why not put them to work for 
you 


How Wet is Dry? 


Looking for a way to wring the last bit of sales out of the booming Pitts- 
burgh Market? Look no further. The Post-Gazette can do it for you. That’s 
why more and more advertisers—local and national alike—have been turn- 
ing to the Post-Gazette. That’s why the Post-Gazette alone of Pittsburgh’s 
daily newspapers shows a gain in total advertising for the first 10 months 


of 1957. 
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Pittsburgh Post-Gazette 


Fastest-Growing Newspaper in America’s 8th Market 
REPRESENTED NATIONALLY BY MOLONEY, REGAN & SCHMITT 
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Publicis, French Agency, Opens N. Y. 
Office to Seek Europe-Minded Clients 


(Continued from Page 2) 
moted largely by the progress 


made toward the development of a | 
This 


common European market. 
economic venture, linking six 
European nations in a common 
market without trade barriers, 
moves into its first phase on Jan. 1. 


access to U.S. manufacturers inter- 
ested in tapping this market. 

There is also the patriotic motive 
that France needs to increase her 
exports to America—and Publicis 
feels it will be able to help here, 
too. 


The common market, if it lives) = The French agency’s New York 


up to expectations, will stimulate 


outpost will be directed by Ber- 


marketing activity in Europe, and | nard Musnik, a longtime associate 
Publicis feels that with a New | of M. Bleustein-Blanchet, who is 
York office it will have more ready | resigning as an account executive 


with Ziv Television Programs, New 
York, to become president of Pub- 
licis Corp. M. Bleustein-Blanchet 
will be board chairman. 
Mr. Musnik came to this country 
20 years ago 
from France and 
has been active 
in radio and tele. 
vision. He was 
formerly vp in 
charge of the 
eastern division 
of the old Crosley 
Broadcasting Co. 
Mr. Musnik 
plans to rent 
quarters in the 
French building 
in Rockefeller Center. 
In France, Publicis plays a com- 
manding role on the advertising 
scene. Serving some 50 clients, it 
claims annual billings of $15,000,- 
000, although others place the fig- 
ure closer to $10,000,000. Among 
its clients are such blue-chip ad- 
vertisers as Shell Oil Co., Colgate- 
Palmolive, Singer Sewing Machine 
Co. and Coty. It also handles Frig- 
idaire, Sabena Airlines, Trans- 
Canada Airlines, Pathé-Marconi, 
Van Cleef & Arpels and British- 
American Tobacco Co. (Players 
and Viceroy cigarets). Its newest 
client is Chemstrand Corp. 
In addition, Publicis serves as 
the agency for a number of leading 
French retailers. It has no govern- 
ment accounts. 


Bernard Musnik 


® Publicis strength cannot be 
measured, however, solely in terms 
of its agency activity. M. Bleu- 
stein-Blanchet has used it as a 
springboard for many other opera- 
ations in the communications field. 

In France, the advertising agen- 
cy has not evolved out of the space 
broker stage, and M. Bleustein- 
Blanchet operates Publicis side- 
by-side with Régie-Presse (they 
occupy the same quarters), one of 
the—if not the—largest space con- 
cessionaires in the country. 

Régie-Presse, which is said to 
be more profitable than Publicis, 
sells space for a number of leading 
French newspapers and magazines 
(some of which M. Bleustein- 
Blanchet also controls). It repio- 
sents, for example, France-Soir, 
the largest selling daily newspaper 
in the country, with a circulation 
above 1,000,000. 


® Three magazines that M. Bleu- 
stein-Blanchet is known to have 
a strong financial interest in are: 
Elle, a successful women’s book, 
Enterprise, a French counterpart 
of Business Week, and Réalités, 
pictorial monthly. 

Nor is this all. Publicis has a 
merchandising offshoot known as 
Promotec, which is used chiefly to 
train door-to-door salesmen for 
Singer. Also, M. Bleustein-Blan- 
chet has a substantial financial in- 


.in Boston 


(1st 10 months, 1957) 


*Larger daily figure for each newspaper plus Sunday 


ONE contract delivers the BIG BUL 


The BOSTON HERALD-TRAVELE 


Boston’s Basic Buy 


Represented nationally by GEORGE A. McDEVITT Co., Inc., NEW YORK * CHICAGO 
PHILADELPHIA * DETROIT * LOS ANGELES 


Special travel and resort representative: HAL WINTER COMPANY, 7136 Abbott Ave., Miami Beach, Fla. 


Retailers know where the money is 


2,500,000 lines leadership* 


over the second paper te 


in Boston 


ae) 


terest in three other important ad- 
vertising operations. 

One is Cinema et Publicite, 
France’s largest producer of adver- 
tising films, which are shown in 
movie theaters; another is Metro- 
bus, which has the advertising 
concession for the Paris transpor- 
tation facilities, and the third is 
Publinel, a remarkable point of 
sale medium—advertisers who use 
this service are guaranteed point 
of sale positions in stores through- 
out the country for a specified pe- 
riod of time. 

Thus, M. Bleustein-Blanchet, on 
the one hand, places millions of 
dollars of advertising through Pub- 
licis, while on the other hand he 
solicits this advertising for media. 
He insists, however, that Publicis 
is strictly impartial in determining 
the media budgets for clients. 


s Marcel Bleustein-Blanchet, who 
has built this empire in single- 
handed fashion, is a_ self-made 
man. The son of Jewish immi- 
grants to France (his father sold 
furniture in Paris and was not a 
wealthy man), he established Pub- 
licis in 1927, when he was 21 years 
old. 

He is described as a man of “tre- 
mendous charm.” People who have 
worked with him say “he has a 
$1,000,000 smile.” His great passion 
is business. A master salesman, he 
is also easily sold. One of his re- 
cent unwise investments was a 
commercial television station in 
Morocco, where he dropped a bun- 
dle of francs that he fortunately 


CHEZ PUBLICIS—The old Hotel Astoria in the shadow of the Arc de Tri- 

omphe—Gen. Eisenhower’s World War II headquarters—has been 

completely rebuilt to become the new home of Publicis. The Paris 
agency moved into its new quarters this week. 


could afford to lose. 
He is known as a great admirer 
of American business techniques. 


GEE! What a 


modern sofa!” 


Commercials on WGN-TV have 
a way of getting results— because 
WGN-TV programming keeps 
folks wide-awake, interested— 
and watching. For proof, let our 
specialists fill you in on some sur- 
prising WGN-TV case histories 
and discuss your sales problems. 


Put “GEE!” in your Chicago sales 


“WGN-TV = 


COLLINS, 


ompetition of quality... 


: as well as quantity . . . is funda- 


MILLER &@ 
HUTCHINGS, INC. 


333 WEST LAKE STREET +» CHICAGO 6 


mental to success in advertising. 


At C. M. & H. we contribute to the 


success of many national advertising 
programs the indispensable factor 


m. of fine photoengraving. 
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|Hotel Astoria—Gen. Eisenhower’s 
World War II headquarters—and 
has rebuilt it along modern lines. 
One room in the building has been 
set aside as an Eisenhower mu- 
jseum. The Publicis offices will al- 
|so house a first-run motion picture 
theater and an American-style 
drug store, complete with soda 
fountain, that will be open 24 
hours a day. 

The day-to-day affairs of Pub- 


of Claude Marcus, who is M. 
Bleustein-Blanchet’s nephew. (M. 
Marcus’ parents were deported by 
the Nazis during the war and nev- 
er returned.) 

M. Bleustein-Blanchet, after his 
arrival here last week, went to 
Washington, where the French am- 
bassador gave a dinner for him. He 
returned to New York on Thurs- 
day to see Frederic Gamble, presi- 
dent of the American Assn. of Ad- 
vertising Agencies, and to sign the 


| mene pOCEReD papers for Publicis 
Corp. Friday night the French con- 
|sulate in New York held a recep- 
tion for him—and Saturday he re- 
turned to France. + 


Mrs. Ewing Joins Agency 

Mrs. Ellen Ewing, formerly as- 
sistant Sunday editor of the Ore- 
gonian, Portland, has joined the 
William A. Marshall & Asso- 
ciates Advertising Agency, Spo- 
kane, Wash. 
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Finst-Class Male! =| 
= 4 
That’s What Advertisers Reach in | 
‘ 

e 
The Sporting News | 
National Baseball Weekly —St. Louis, Mo. } 
280,000 Copies Weekly } 
With 98% Male Readership 
4 


Lorgest Newsstand Sale of Any Sports Weekly 
Published Weekly Since 1886—70 Continvous Yoors | 
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Marcel Bleustein-Blanchet 


In prewar France, Publicis was 
not a major agency. During that 
period M. Bleustein-Blanchet ap- 
plied his talents to broadcasting. 


® The French government radio 
did not accept advertising but M. 
Bleustein-Blanchet heard about a 
station in Bordeaux that ran con- 
tests. He worked out a deal where- 
by companies could associate 
themselves with the contest prizes 
and with this start he built up an 
extensive radio advertising busi- 
ness. 

He later bought his own stutions, 
as well as a newspaper in Paris, 
and he obtained the advertising 
concessions for movie houses and 
publications. By 1939, he was han- 

_ dling some 40,000,000 frances worth 
of advertising through his various 
enterprises. 

He appointed a correspondent in 
America—the same Bernard Mus- 
nik who is now going to head the 
New York office. When the Nor- 
mandie made its 100th crossing in 
1938, the Bluestein (Blanchet is a 
nom de guerre adopted for under- 
ground work during the war) sta- 
tion in Paris originated the first 
shipboard program in French ra- 
dio. 

A story that is told about him 
illustrates his character. When he 
bought Radio-Cité, a Paris radio 
station, he was unhappy because it 
occupied a spot on the dial also 
occupied by a Russian station—as 
a result there was a good deal of 
interference. M. Bleustein, so the 
story goes, packed his bags and 
went off to Moscow, where he per- 
suaded the Russians to change 
their station’s frequency. 


s With the outbreak of war in 
1939, he became a fighter pilot for 
the French air force (he had flown 
his own plane before the war), and 
eventually made his way to Eng- 
land, where he served with the 
Free French air force. 

Although he spent more than 
three years in England during the 
war, he never learned to speak 
English. 

M. Bleustein-Blanchet returned 
to Paris in January, 1946, and pro- 
ceeded to rebuild Publicis from 
scratch. In a short period of time 
the agency became the volume 
leader in French advertising. 

M. Bleustein-Blanchet does 
things in the grand manner. To 
celebrate Regie-Presse’s 20th an- 
niversary, he rented the Versailles 
Palace. When Publicis was 25 
years old, he had coins struck in 
bronze and gold, with his image 
on the coins. 


® Today, when the agency is 30 
years old, it is moving into lavish 
new quarters on the Champs- 
Elysee. It has taken over the old 


does 
it! 


|licis are now under the direction 


IN TOTAL DAILY CIRCULATION 
New leader among Houston newspapers is The Houston Post. Total 
daily circulation of The Houston Post is now largest of any Texas daily, 
morning or evening: 213,198." The best newspaper buy in the South's 
Number One market is The Houston Post-first in total daily circulation. 


*As filed with A.B.C. for six months ending September 30, 1957, subject to audit. 


a 
a 


‘ 
rewt “Th asenenne | 
oy 


, 
t d I 

ood Pres { nite oo 

ai Associa . — TeAE PROS! 


7 ” iB de sertut t . 
na: <soasad oe t osr® ; 


< te McK roy || 


HOUSTON POST 


REPRESENT NATIONAL , REGAN & SCHMITT 


HE HousTON Post 


<a et0s } 


ha! Winco yang SR eet 8 SS ee a ci, |) ee “2 RS Oe eg RM ge a Fi a +o oe “, 1d i See Oe og Le ee > A ee a © ee SO ee wee 
geen! ee eee Soe pam ae urna Pag tas = AY cS Sa ee a Serer me epee 8 a y a A ae Oe ears, > 9! Ee =a Mia eee ae ea 7 Se ny | aed 
lees oe grt 5 eS al Sam Not ie See ee IE ig “ae Be ees eae ae ae aa ie erty eke 4 abe palate roe es ee Ss ‘eee Be eee of Bo a ed ‘hen : 
aay Wr eee al es? Se eee Co om OP a ee ae en Cour See ar ee 2 a os, | og ae ae 4 OF oc shes Week wo 7 ne eae Ca? io 5 aan ore Pee a an | ietaal a a 
aa ae a yo ea eee nena ; eee wereny Bi are pe ghee ar acl a TES Lae: : ag cae mT ere tS ee “ee i ie Tae ae 
a a eee Te, a Ae Le ie aR i ; EDF Ta ea 5 a Bye eR nh ere ae Se ed nus eee ea i tigen pe oe ee ; he ig Dad re se. 
ver 2 : - >! . $ ¢ o Z ~ 7 
a. oe 
7 3 
' ae 
3 
' 
: : 
Ms : i. “Ps allay Pe. 7 eX 
te 7 2 = ee | | 
— — ; \ } 
. a. ‘ ‘Sow: \ I - 
; a eer, on ’ pe: : | | 
; 2 ge — * \ I 
: *, . 2 a 
. ata ¥ | Vagos | I 
At ig q Rises hia -  < a | 
ce ge Tosael é oa ; t 
ei Re , ao | 
ate ie ; ieee | | re 
Ser ar 9 ‘a | | i 
Wee Be; fd — | Pi 
vote } . i ~~ 3 : 
‘ By — , ae a i Lee 
Spe ep  —_—— | age 
aes Pos yt As : } 
ees chit : ’ a a ee " 
Ne 22 - oy. Say 0, OOOO ee ————————__ al 
area wi . ine j ree ee | . und. t 
Sy die! ae P eee my 
; a 
5 pi. 
aa; 
a 
ey 
| neg 
ils 
: 2 is 
4 . ’ ¥ > r) 
2 ell ee ae a” cou a : oe ti ne ae 
7 
: A é by r 
| a 5 & BE a ia y 
= eee a - { 
—_— i j ” aya Boe, = ‘ig a De om 4, 
a a Dt ae es a a a 
Aone ; aes EU aly Fe cod amet st Bes Pig a ere ae rau 
eo eer a ge Pha: cae pers eee Sue og al 
ae pen cane haa: sai a : ee ee Sori Fo 
se ' | tag ‘ : Saleh a i 
i | . — - 
: , 
P | as 
| 
; | 
Yor : Li 
eee is: 
2 A F: ee ! ¥ ay 
ae, rae 
7 ae 
a | : 
: my f il itt io re im ment, sia iad 
- " iz ey Re a ty ON, ee 
| ‘ Y ie ~ - a wy ; ae as ; 
—3 ~ i Min > Foes > ° v am ' - 
i ye ei? fe p- ; be 
: | = yf al ane J Pai ‘ ah - ike 
| : x - . a i os , . a i Hag ‘. Rg ni =f nate” 
; » eG Me Saf goth oy ts ge ae 3 
‘ a se i; a. iin a dtc: ne, 
a . ee a ae : Le > oka PEs i “ae ag i, 
. el ee, ee iN | a ce iM tore : 
oa a ie A ae ad oe 4 preg Ree FX 3 spc Cag " 
Be) i : ” TIN ion Me Ses ae REE ee ord “ a Sean 
arg "Ean Ey te. Seely gate So hea Seams a z wee Ss 
ee * . ee ea iat VRE pes Siteeea: Se Ne es , 7%. 
oF in Oe | iE of le Ee se ee | ae » Aah RY wae 
ey ee eee a ae 3 2 
sg ? j Gol ade! 4 ’ Beir a od - a es a é mn nie 
: Aes: a hall aes Pa: ae i AR re 
ce | . HUES b's < ore a anaes NS ay ye a ce , a a 
ek | S. Tt eae eees =. | Smee . , * 2 Pe ¢ Dies 
sae ' Bc Bo GE a cee aaa ’ Sa Sa 
Sees “4 pie idgere  bonic hae = Sac a ae ef ms 
het - ‘ sa 5 Ses 4% - a Be s we 
a : _ bel vi . 3 . ce .. i . : —_ 
poe a Sees erg Sere, ; : 
Br cin bes eS. AL RS 
packet | : y hae =. P ae aoe 3 
sine mas a i eee eo Bie , 
be EG : i ¢ / ‘cr eh oe OE ies ens ie" = ae . 
bee ee ee ly, Oe eee es we, > : 
a Se é j "Capa se ae lal C8 aaa BR nee : "” es 
ommmeninr enna | ale ESE i eR Relea . — > : 
.§ ¢ Puig meses a 
: " » z e a 
i | K a ee : 
“sa | m oe an ; ay 
ae : Ree ee aie : <% 
Bsc ee EG an oe -? i Re 
2, es , sa 
ae } eo i : 7. 
co | fe oes. <a pie) a ¢ ‘< sty 
; ee i ate 
; ‘ — is 
: : | see eae Ba. , : ; a 
a eee Lee , — , : f Hs: 
a 2 io aig ERS Set Pee oe el in : in e ES 
Be rete etary Ck = Pe hoem stale a ist si “a 
as oe epantt een Sp OS - ws ie 
— le Re Ciba icd al. a “a lel ge? - 
ba Be iia Nagy cml RD i BS: ete : e 
Tce pik a ew Oe, a a: 
Sig — <->. ae ee bah id, 
a ue | v9 iiios 7 Geese dee: owt ee 3 % e : 
aay | ee on rn ¥ . : 
+ pees. ioe Bee. 2: me —. . i 
peed a ; @ 
mo Ripe aPC  . 2 | ned 
ae ane , Te 
ae a ; , set a 
dies | eee a ae aa Le a % » E ae 
2 ee ee a é & 
ee ae ek ee a a ‘ a ey 
on | ee i: 
Reseed —_ 4 : : . * es 
Ber ee si a ; 
i ee a i oe —— * © 
2 ae : zy SP i ‘ ; “ 
4 | 2S go ; ; : aig m 
re ois id , 5 ieee f. 
oa “ " * = ¥ <A ee a 
‘“ . a «- ue : 
a | “ et 
me a v — i ie 
a be a al ee 
Oi ee | ts 
ess bie 
SEE ee 
is | ie 
oe { | e > 
i 
is F | on 
ia a | = : 
= F 4 
egies ae 
sd ms 
ea : 
eee Fn ' F: 
shocks Gaston /f— : 
eae BBO sare 
er - Ss 
ee * 4 i 
“oie a 
ite Se 
«ae ve 
ere Bs 
ions — en bs 
ce: 7 
Piney Ss de 
sierl i toe geal ie er a ee eg eee fF. he ao ema i; Se ye gee eee eae age Te ae Reet Cy ee ae ee +, ee eee he ee eee 
Caw vee rs i “ae : iC Ae Set ee = Aen sty Le a Ce eae + “ec Teen ey ee, ace oe We CP ny nen Geter, | ee : Fade aoe aN Pe ee ees Bey =. nee 
eta Py atin ‘ ae ey eae at CAs eee ak ss] ran fee Aaah: aD SL ot oe le Bt Gel ae pete wren oy Paes a Coen of 2 a ig “i aaerre = sper : ae ae a oy es ng A Ra oa Aare nee : a PT 
SE et nee ee eM} | 2 Sane ae ae eee me Ramee Oe aged ky Goon, = re pias Sit TAS SR es ce as Sinise ee Me ARE) kien” gS eee Crh lati WON See et, eee ile le Sere as a, No, eka ee ON eee uk ees agen Sethe: Ole 
eae a ae eae ce eo cee re eS a a eee | 8 oe SN a 2 I SLM RR = Se ga 2 gs WS) a ey hg al 


Russell Harris, 64, 
‘Buffalo Courier’ 
Ad Veteran, Is Dead 


BurraLo, Nov. 27—Russell C. 
Harris, 64, veteran advertising ex- 
ecutive of the Buffalo Courier- 
Express, died Tuesday in Meyer 
Memorial Hospital, following a 
lingering illness. 

Mr. Harris had served the 
Courier-Express since 1928. He 
was manager of general advertis- 
ing from 1928 to Jan. 1, 1956, when 
he was named manager of sales 
training. 

Shortly after his graduation 
from Colgate University in 1915, 
Mr. Harris accepted a _ position 
with the Utica Daily Press as an 
advertising salesman. In 1922 he 
was made advertising manager, a 
position he held until 1928, when 
he joined the Courier-Express. 

Mr. Harris was secretary-treas- 
urer of the Advertising Bureau of 
New York State Dailies from 1922 
to 1947 and served in a number of 
important posts in the Newspaper 
Advertising Executives Assn. 
These included: Director, 1949- 
1952; chairman of the research 
committee, 1947-1952; chairman, 
research and sales development 
committee, 1952; chairman of the 
Assn. of National Advertisers- 
NAEA joint committee, 1953-1956. 


EARLL W. CLEMENTS 

Cutcaco, Nov. 26—Earll W. 
Clements, 59, died yesterday fol- 
lowing a short illness. Mr. Clem- 
ents was vp and an account exec- 
utive of Campbell-Ewald here. 

Mr. Clements joined Campbell- 
Ewald in 1938 as an account ex- 
ecutive. He started his advertising 
career with Erwin, Wasey & Co., 
which he joined in 1919. After two 
years with that agency, he served 
with a number of others before 
joining C-E. 


ROBERT E. ZIPPRODT 

CLEARWATER, Fia., Nov. 26— 
Robert E. Zipprodt, 68, veteran 
agency and outdoor advertising ex- 
ecutive, died Nov. 21 of a self- 
inflicted shotgun wound. 

Mr. Zipprodt was owner of the 
Robert E. Zipprodt Advertising 
Agency here, which he founded 
three years ago. He moved to this 
city from Pelham, N.Y., six years 
ago. , 

Born in St. Louis, he was a grad- 
uate of Washington Business Col- 


' HE CAN HELP YOU 


If you're looking for fast 
Direct Netional Distribution 


Berney Kingsten Merchandising Director 
Don't be feoled by the “outlet map” 
on your wall! It's one thing te put 
your product in stores——it's quite an- 
other to move it. 

If your preduct or survice lends tt- 
self te personal selling—whether in « 
home, office, store, institution, service 
station, ete.—it will pay you te in- 
vestig the ing $89 billien 
DIRECT SELLING FIELD. Maenufaec- 
turers and agency executives often 
amered te learn how casy and inex- 
pensive it is to move merchandise 
through modern direct selling—in ALL 
counties of the 48 states and in the 
provinces of Canada. 

Let «as analyze your product or 
service witheut ebligetion en your 
pert. If your product has potential in 
eur field, we submit S4-year sales- 
tested plan fer consideration; sample 


from $250,000 to mere than §12% 
millien annually. 

Send factual date te our Merchan- 
dising Director, Barney Kingston. Dept. 
A 220, Saleeman’s OPPORTUNITY 
Magazine, 850 Nerth Veerbors Street, 


lege there. He was an advertising 
executive in New York for 30 
years, and formerly was a vp of 
Redington Agency Inc. He also was 
a vp of General Outdoor Advertis- 
ing Co. for 15 years. 


V. L. HANNA 


MONTREAL, Nov. 26—V. L. Han- 
na, 52, vp of Ronalds Advertising 
Agency, died Nov. 20. 

Mr. Hanna joined Ronalds in 
1953, following five years with 
Spitzer & Mills, Toronto. He was 
born in Bangor, Ireland, and 
moved to Canada in 1930, where 
he joined the British American Oil 


Co., Toronto, as a service station 
superintendent. He became adver- 
tising sales promotion manager a 
few years later. 


JOHN M. LESH 

Miami, Nov. 26—John M. Lesh, 
61, advertising salesman for the 
Miami Herald since 1925, died Nov. 
21 of a heart attack. Mr. Lesh 
came here 32 years ago from In- 
dianapolis. 


A. C. MacNELLY 

WEATHERFORD, TEX., Nov. 26—A. 
C. MacNelly, 77, head of the Her- 
ald Publishing Co. here for 57 


years, died in a local hospital Nov. 
16, following a long period of ill 
health. Herald Publishing Co. 
printed a daily and also a weekly 
newspaper, both known as the 
Herald. 


Anthony Names McClellan 
Malcolm W. McClellan Adver- 
tising has been appointed director 
and consultant on the advertising 
program for Anthony Associates 
Inc., Massapequa Park, N. Y., man- 
ufacturer of hospital equipment 
including the “‘Pulsamat”’ mattress 
design for bed and chair-borne pa- 
tients. There is no previous agen- 
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cy of record. The McClellan agen- 
cy has moved from Copiague, 
N. Y., to new and larger quarters 
at 1100 Merrick Rd., Massapequa, 
N.Y. 


Winston Named to Board 
Charles S. Winston Jr., vp and 
general manager of the Detroit of- 
fice of Foote, Cone & Belding, has 
been elected to the board of direc- 
tors of the agency. Mr. Winston 
was with the agency’s Chicago of- 
fice for 10 years before going to 
the Detroit office, where he is 
account supervisor for the Edsel 


account. 


—4)) 


3. SELL THE WAY THEY BUY 


How to beat last years 
sales figures! seven ways 


businesspaper advertising can help: 


a 
' 


4. CUT SALESMEN’S SEAT-WARMING TIME 


Specs are written, and purchases made, product by product. 
In businesspapers—and pre-filed catalogs—you can take enough 
space to sell the same way: product by product. For example, 
your 24-page catalog can be distributed in CHEMICAL ENGINEER- 
ING CATALOG for $5,520. And it will work all year as a source of 
buying information in the 15,000 plants of the process industries. 


7. BUDGET FOR SALES TARGETS 


To beat last year’s sales figures, budget for this year’s sales 
goals. Base your ad-investment on what it will take to do the 
job ahead. Businesspapers, of course, give you the most sales 
value per ad-dollar . . . allow you to budget for sales targets! 
Your REINHOLD representative has the facts on sales opportunities 
in your markets. He will be glad to help you plan. 


, oe to, mM. aa 


Nothing helps a salesman get into more places, faster, than a 
reputation for knowing the customer’s business. This accept- 
ance is easy to build through businesspapers . . . where readers 
expect your ads to talk their business. For example, chemists and 
engineers rely On ANALYTICAL CHEMISTRY or INDUSTRIAL & 
ENGINEERING CHEMISTRY for the work facts they need. 


FOUR GREAT MARKETS 
WHERE REINHOLD 

CAN HELP STEP-UP 
YOUR SALES 


The chemical process industries —— 24 allied 
industries which employ chemical processes as their basic 
manufacturing operation—will spend $45 billion for 
chemicals and raw materials in 1957 and $7 billion for 
new plants and equipment. This is one of the most dy- 
namic of all industry groups and one of the fastest 
growing sectors of the national economy. 
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McCarty Gets Spokane 
Office by Merger 

McCarty Co., with headquarters 
in Los Angeles, has established of- 
fices in Spokane by merger with 
Devine & Brassard, which has op- 
erated in the northwest area for 
38 years.. No change in Spokane 
personnel is contemplated, McCar- 
ty says, though the agency will 
operate as the McCarty Co. of 
Spokane. Charles R. Devine will 
act as vp and general manager. 

At the same time, McCarty an- 
nounced staff changes in other 
offices: George E. Church, associ- 
ate manager and account adminis- 


trator in the San Francisco office, 
has been named vp in charge of 
account planning. W. P. (Bill) 
Stoneham has joined the Los An- 
geles office as a member of the 
account staff. Mr. Stoneham spent 
the past five years in agency ac- 
count work in Southern California. 


Adam Young Adds Office 

Adam Young Inc. and Young 
Television, radio and tv station 
representatives, will open a branch 
office in Atlanta at a site still to 
be selected. The office will be 
managed by Hal Parks, formerly 
of WAGA, Atlanta. 


3 Sales Incentive Companies 
Merge to Form MacDonald Co. 
Cappel, MacDonald & Co., Day- 
ton, sales incentive organization, 
has merged its facilities with those 
of its two independent subsid- 
iaries, Belnap & Thompson and 
Ross Coles & Co., both Chicago, to 
form E. F. MacDonald Co. The 
new company will maintain offices 
and incentive planning facilities in 
more than 30 cities, according to 
Elton F. MacDonald, president. 
All sales, creative service, mer- 
chandise and operating facilities 
of the three companies will be op- 


erated under one management. 


FTC Hits ‘Impotency’ 
of State Curbs on 


Insurance Companies 


WASHINGTON, Nov. 26—A Federal 
Trade Commission hearing exam- 
iner last week contended that the 
operations of Guarantee Reserve 
Life Insurance Co. are a powerful 
argument against the contention 
that insurance companies can be 
adequately regulated at the state 
level. 

In recommending a cease and de- 
sist order to curb Guarantee’s ad- 


1. PUT YOUR MONEY WHERE YOUR BUSINESS IS 
Concentrate on customers. Don’t spread yourself thin .. . 


waste time and money on fringe. 


Pick prospects—and pound 


them! In businesspapers you can do a highly selective job of 
singling prospects out of the ranks of business. For example, 
MATERIALS IN DESIGN ENGINEERING picks from all industry 
31,000 men who select and specify materials, parts and finishes. 


ae ARS 


5. CLOSE THE SALE ACROSS THE DESK 


The more time salesmen can spend closing sales, the more 
they’ll close! There’s no more efficient way to pre-sell for your 
sales force than businesspaper advertising. For example, in 
CHEMICAL & ENGINEERING NEWS you can make as many as 52 
calls a year on more than 87,000 men who must be sold in the giant 
chemical process industries ...at a fraction-of-a-dollar per call! 


Architecturally-designed construction— expected 
to account for more than $29 billion this year, and 
growing. This includes the $3.5 billion education market, 
a $3 billion slice of the commercial building market, and 
all of the $775 million hospital and institutional market. 


Engineering materials for preduct design and 
manufacture—a market as basic as U. S. industry 
itself. Cuts across industry . . . from autometive products 
to xylophones...wherever plants use metals, 
nonmetallics, forms and finishes to produce original 
equipment and hardgoods. Expanding rapidly with the 
dramatic development of new product design. 


Automatic control industry—the fastest growing 
market in the world of today and tomorrew—will buy 
$7 billion of control products in 57. Includes: military 
and industrial applications of control systems compo- 
nents, instrumentation, test equipment, data reduction 
equipment. 


2. MAKE MORE CALLS ...CUT COSTS PER CALL 
To make sales, make calls! You can make more ad-calls—for 
less money—in business publications. The price of one page in 
a general newsweekly will buy 12 pages in most businesspapers. 
In PROGRESSIVE ARCHITECTURE, for example, 12 two-color pages 
cost only $10,620; make 450,000 calls—all on specifiers—in the 
architecturally-designed construction market. 


6. WHIP UP THE SALES STAFF 


One sure way to develop sales enthusiasm is with a strong 
ad-campaign. Salesmen like best, advertising that calls on the 


same people they call on... 


businesspaper advertising! For 


example, a campaign in AUTOMATIC CONTROL will call on concen- 
trated buying power—97% of its 25,500 engineers and 4,500 
technical management readers buy or specify control products. 


REINHOLD 


PUBLISHING CORPORATION 


Publishers of: Progressive Architecture, Materials in Design Engineering, 
Automatic Control, Chemical Engineering Catalog, Chemical Materials Catalog. 


Advertising management for publications of the American Chemical 
Society: Chemical & Engineering News, Industrial & Engineering Chemistry, 
Analytical Chemistry, Journal of Agricultural and Feod Chemistry. 


bal mip ot Book Division: One of this country’s largest publishers of 


~ 


| and educational boeks for use on chemistry, 


chemical engineering, materials engineering, metallurgy and metalworking, physics, 


nuclear science, aut ti 


control, architect: 


¢, interiors, design and fine and com- 


mercial art. Official publishers of the ACS monographs and world’s leading pub- 


lishers of chemistry and architectural books. 


430 Park Avenue, New York 22, N. Y. 
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vertising in newspapers, magazines 
and direct mail, Examuiner Loren 
H. Laughlin pointed out that the 
company continued to send direct 
mail advertising into the District 
of Columbia after the District's 
superintendent of insurance had 
demanded that the company stop. 
Noting that courts of appeals in 
two circuits have held that FTC 
has no jurisdiction over insurance 
ads if the company operates under 
supervision of state authorities, 
Mr. Laughlin said he does not re- 
gard the jurisdiction issue as set- 
tled since the earlier cases are 
currently before the Supreme 
Court for review. 


s He pointed out that Guarantee 
sells by direct mail in competition 
with local agents. Guarantee’s con- 
tinued activity by mail in the Dis- 
trict of Columbia illustrates the 
“utter impotency” of any state 
jurisdiction other than the domi- 
ciliary one, he said. “Only the in- 
tervention of the Federal Trade 
Commission can stop practices 
where the domiciliary authorities 
neglect or fail to act vigorously 
against them.” 
The company, located in Indi- 
ana, mailed at least 43,500,000 
pieces of advertising matter in 1953 
and 1954, he pointed out. It did a 
$6,000,000 volume in 1954, he said. 
The proposed order, subject to 
review by the commission, seeks to 
prevent the company from mis- 
representing such factors as dura- 
tion, coverage, and dollar liability 
limits of its policies. 


® Meanwhile, the commission vot- 
ed to give a clean bill of health to 
advertising of Postal Life & Cas- 
ualty Co., Kansas City, Mo. In dis- 
missing this case the commission 
said the case against Postal was 
based on a single circular and that 
the phrases cited in the complaint 
by the commission staff had clear- 
ly been lifted out of context. + 


Canadian Store Sales Up 

Department stores in Canada re- 
corded an increase of 1.7% in sales 
in October compared to a year ear- 
lier, according to the Dominion 
Bureau of Statistics’ monthly re- 
lease of preliminary figures. All 
areas except Manitoba and British 
Columbia (down 0.6% and 0.5% 
respectively) showed an increase. 
The increases were: Atlantic Prov- 
inces, 0.2%; Quebec, 1.7%; Ontar- 
io, 0.7%; Saskatchewan, 3.8%, and 
Alberta, 10.1%. 


GOING WEST ? 


Have a good time-buy! 


If you plan to advertise 
throughout the big wide West... 
send your sales message to 
KOA-RADIO, the only station 
you need to reoch and sell 

the entire rich Western Market! 


With the welcome 50,000 

watt voice of KOA-RADIO, your 
sales message is sold to 

4 million people in 302 counties 
of 12 states! 


Represented K 
ee ! \ 


Christel 
Co., Inc. \ 


“\ pn’ 


KOR 


One of America’s great radio stotions 
50,000 Watts 
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“Every man is like the company he is wont to keep.” 
—EURIPIDES 


_..as true today as when it was written 2400 years ago 


Among a most impressive listing of our customers you will find 
eight advertising agencies whose respective 1956 billings 


exceeded 20 million dollars. Their preference speaks for itself. 


Hutchings & Melville, Inc. 
Distinguished Photoengraving 


4043 N. Ravenswood Ave., Chicago 13 EAstgate 7-9220 


4 color press equipment — Precision color negatives on the Klimsch 
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Alfred Liebmann, 
Brewing Executive, 
Is Dead at 86 


New York, Nov. 26—Alfred 
Liebmann, 86, executive committee 
chairman and former president of 
Liebmann Breweries Inc., brewer 
of Rheingold beer, died yesterday 
at his home here after a long ill- 
ness. He was a grandson of the 
brewery’s founder, Samuel Lieb- 
mann, and father of Philip Lieb- 
mann, now president of the com- 
pany. 

Born in Brooklyn, he attended 
schools here and in Germany and 
Switzerland before taking a degree 
in civil engineering at the school of 
mines, Columbia University, in 
1893. He also was graduated from 
the National Brewers Academy. 

With the late Walter H. Gaha- 
gan, Mr. Liebmann founded the 
engineering organization of W. H. 
Gahagan Inc., and affiliated com- 
panies known for construction 


Market in | 
Massachusetts 


ETROPOLITAN 
WORCESTER 


And Worcester’s Growth is STILL on the Rise 


1950 Now 1960" oo. 
POPULATION 546,400 581,500 608,400 UP 11.4% 
E. B. I. $734,807,000 $987,269,000 $1,175,006,000 UP 59.9% 
RETAIL SALES $514,071,000 $636,221,000 708,457,000 UP 37.8% 
CIRCULATION 
t Daily Telegram-Gazette 151,770 159,891 over 165,000 UP 8.5% 
Sunday Telegram 103,434 106,881 over 108,000 UP 4.4% 


Only the Worcester 
Telegram-Gazette offers 
saturation coverage of 
the Worcester Market 


JI 


The Worcester 


Howard M. Booth, Publisher 
MOLONEY, REGAN & SCHMITT, Inc. 


National Representatives 
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TELEGRAM ano GAZETTE 


WORCESTER, MASSACHUSETTS 
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work and hydraulic dredging oper- 
ations both here and abroad. Mr. 
Liebmann retired from the Gaha- 
gan organization after the death of 
his partner in 1930. 

Later he was in charge of con- 
struction and engineering work at 
the Liebmann breweries. In 1948, 
he succeeded his brother Julius as 
president of the concern, but two 
years later he relinquished that 
position to take the chairmanship 
of the executive committee. 

Julius Liebmann, former presi- 
dent and board chairman of the 
company, died Oct. 9 (AA, Oct. 
14). In addition to his son Philip, 
president, Mr. Liebmann’s cousins, 
Thomas and Walter, are respec- 
tively vp and general counsel of the 
company. 


William Mullally, 80, 
Retired Financial 
Ad Specialist, Dies 


New York, Nov. 26—William T. 
Mullally, 80, retired financial ad- 
vertising specialist, who at one 
time was head of his own agency, 
died Nov. 23 at his home here after 
a long illness. 

Born in Pendleton, S. C., Mr. 
Mullally was graduated from Yale 
University in 1902. He began his 
eareer with the Knickerbocker 
Trust Co., now a part of the Irving 
Trust Co. A few years later he be- 
came treasurer and later president 
of the Bankers & Merchants Ad- 
vertising Agency. In 1910 he was 
one of the organizers of Maclay & 
Mullally Bros., an advertising 
agency specializing in financial ad- 
vertising, which later became W. T. 
Mullally Ine. 

During World War I, Mr. Mull- 
ally headed the copy division of 
the 12th federal reserve district 
throughout the five Liberty Loan 
campaigns. 

Following the war, Mr. Mullally 
became a vp of Charles W. Hoyt 
Co. and later was associated with 
Rudolph Guenther, Russell Law 
Inc., now Albert Frank-Guenther 
Law. Subsequently, he was asso- 
ciated with Cecil & Presbrey until 
his retirement in 1954. 

Mr. Mullally served for many 
years on the board of the American 
Assn. of Advertising Agencies, and 
was a frequent writer and lecturer 
on financial advertising. 


VIRGINIA M. HOOD 


CLEVELAND, Nov. 26—Virginia M. 
Hood, 43, production manager here 
for Batten, Barton, Durstine & Os- 
born, died Nov. 16 in Cleveland 
Clinic Hospital. She had been ill 
several months with cancer. Miss 
Hood joined the agency in 1946, 
coming from Penton Publishing 
Co., where she had been an en- 
graving buyer. 

A graduate of Ray Art School, 
Chicago, Miss Hood also attended 
Cleveland Institute of Art. She had 
been president of the Women’s Ad- 
vertising Club here and had been 
a district lieutenant governor for 


the Advertising Federation of 
America. 
JOHN L. MORRISON 


GREENVILLE, Pa., Nov. 26—John 
L. Morrison, 87, retired publisher 
of the Greenville Record-Argus, 
died Nov. 20 at Greenville Hos- 
pital after a lengthy illness. 

Mr. Morrison was a founder of 
the Pennsylvania Newspaper Pub- 
lishers Assn. and in 1931 was pres- 
ident of the Associated Press in 
Pennsylvania. He was a former 
member of the executive commit- 
tee of the Associated Press Man- 
aging Editors Assn. 

He joined his father’s weekly 
newspaper as co-editor after he 
was graduated from Grove City 
College and became editor after his 
father’s death in 1917. In 1924 he 
combined his family’s Greenville 
area newspapers with the Daily 
Evening Record to form the pre- 
sent Record-Argus. 


mw fhe , ait } tae an Loy! ly.) re ae ee Re Ae SP Ole ey eee ae ee SS Pe a es ae * ie Ses ae) Pale eee FF one, See ee es Bae). Sly ice ag pe a aon Ek Ly ee ee [a 
" we A hot le Ron liege fe Ex er aoe re als ee er ok a ene : Son eae a 8 * . - 2 aa . a Bet. i ae 2 , Rae & 7 Se 
Pate ee eee: 6 Sr is ly ye Po ay, ee te oe 4 a ea ce aa pt, ae snl) x Peak iu 4 = ea pa ie ee pre 4 Bee ae ae penn 
oy et er. Ube hae Maate Me a ee os ME i ee Cesare Reena <-> ORS ag 4 Rs ane Bc re a ae es ee ee Se ae Fe scl Te a erie Se gi: eat es 
* ene tee pes oe iy sbi, aD ee ET Ny RE de OO ai z eg Se 3 See oS ae Rea «tly - i et ee ee Repel oe a ae a BR ay 
Lae ees ee eS ee = OSS CSS? ean "Oe ene” aa he i ee xno i AP oe ees a ae 
ge Se Sp een 3 pice Yu be : aj i aageom: Pog Tae ae e oe re eh c — * e cant a A e ie ‘ K : = amy » og ae are, 
— 23 
oes, \ a 
eax | 
en 
~ 
rT ‘ 
ie } 
» ~ “ 
7 
is - ; 4 a 
7 ne 
ee a : f 
eo eraae . ry 
Aes wee : i Se 
Bite i 4 \ ‘a 
a a 4 ‘ | 
et 4 Pi 
Peete = . : 
ean —+ hh 
ooo. , | ms 
Bears | 
a 2 * 
Wee ‘ 
oO ery te 
ta iy 
; etic in % ry. 
A : | a 
: ee iF oe 
ati ‘ | ye 
" 
ha eo ’ 5 
es apm i SSS SSS SSS SSS SSS SSS SSS SSS SS ———-- = 
f Sry | 3 
~- ie 
petiole 
Di vawee ¥ 
Bede 
al ie ap ; 
i a ay) 
Tey Fes 
Wy re 
re 
Tene ot 
2m al 
aha t 5 | ( 
coe iane S 
Ge Nee G 
Pe ks 
or ee ; ‘ 
f ; 
u ‘ag 
. 7 . i 
- on 2 ie Mee 4. ; 
Poa ys 5, a -! a F Bate > ee ae 
ae ' Ps i? ale | > : 4, lke, ee ae <3 : 
oe tS el Sa Ae, eee 
regis we ¥ 7 ¥ f50- Pte ‘ “~, bo dyke yearly ie “a 3 ; 
ee es ar a _ ? ; 3 pn : 
ae ¥ * > 4 . ee. % 
ip r ~ e y . on es an : 
: mie otk” yee eo at wy . y a Ne 4 
ee ae } - Ne, 
ee ae - ae “i : e : : 
Ee ¥ 4 - Ord RE o s + ' 
oe — +; > ; 
, iat u p< Le 
oa’ fila Si, % mat a 
; oS. : _— a J > & * 7 a 4 oa oe 
mee * ; £ : 7 
byes tie ~~ —<e ‘ 
icine ii : ~ aan Cs rs ae - 
a) a ng haga : <a von : 
: - ta “a a it, ar 3 . 
ae : An , = ? ; 
Sei, P Ld : —. i. 
oF eR aa am. 4 a 
neiage vars a ~ a” * < on 7 
Pied oe we we it eS. -—. : 
Bie Le. Kee YQ " A 1 i. re. i: 
«on ie ere ee | a 
ne oe . s e 
i, i + ; 
- ee | : 
| ' 
| A 
ara ie 
pens . 
Rte ; 
Fae } f 
ee ee | te 
ite at , ; 
Bais oe a 
‘poe ¢ 
ie | eae 
ai Fi 
ie 2 i 
em ke 
POR ee 
eh tee : 
Mle eo 
4 pS zs a 
; 's fe 
Pond sx 
io be Bi 
pete 7 
ae" 
a Rs 
eer 
: 
: | iy 
P| | 
: the Move 11-10-57 - 
& 1960 Projection ; 
Rey a 
as . mI ; 
LO ee r > 
Pies : RELA ; | 
ee *; hae . b 
et . mm My. TBe, ee 3 
sae or Wed EPH. | ; 
sae, ed =~ te a te *: 
Ne pie . te 
rr ene on 
eas "fa a } 
ies an i we id ay 
eup 5! , Bic. _§ _ 4 
Boies cays Cee a BO 6 ; : 
ad x mA Eee 
P EA ith gle - ae: Te ee ee Sai: : . iat as tosis | - se © , : _ 3 Sa : a 
<i oS tis a : “ ay aii Ga P= Se eh OE ~ oe =. Seeaetieuk ete. pay Poet a a ey my pee = " + mgece t x Dens, a . 
at eS a ae eae Se ee ee aio one en oon . peammermmiammens a g00 005) Sey ee Sgt pera ae Jn a en ee 2 oe Garis pers ; ee ree ae 
0 Sah eterna a ee RR Oe ee ep SNES eae Pa Nd "Nak med aera RE ST SOR ME 2S <hr sag eyo beta se x . gE Se alae ane iargte a 8 25 Se SiGit Sane hain dies Be men y aa tee Sn heat pe @ = Seem Soro scegir et eae, bane 
OE Fe he ey Rate Oe ahd ge Te Pe ee. pte te eee ean A reine oy FMT eee Ta eee NET Aste pa) Ree: Fight. he aE ee Ee et cs eee eee 3 a ee Ee a en Ne al el RR ROM Hate 
fee ig. Pete Tey ee ened Desi eee ee oe Ser eats, he ae ar akan Sad ee ek ree bs eg ees Spee. ae ie See et Me ea SES OO Man dite eRe sees eh ge a 
; ee . . “3 y z eo a - Oa HO ee ae wth Pras e W\tee ee Se a tear? oS Pc OMENS Dai oe rare tela. topes Be eae 4 Ae tiovarae trie 


eee 


_ 
. 


Advertising Age, December 2, 1957 


Keith Kiggins, 61, 
Veteran Broadcast 
Executive, Is Dead 


Miami Beacu, Nov. 26—Keith 
Kiggins, 61, vp and administrative 
assistant to the president of Storer 
Broadcasting Co., died of a heart 
attack Nov. 22 in his office here. 
Mr. Kiggins had returned to his of- 
fice only a few days before after 
an attack of influenza. 

Mr. Kiggins entered the broad- 
casting industry in 1933 with Na- 
tional Broadcasting Co., after sev- 
eral years as an investment banker 
in Portland, Ore. A station rela- 
tions director, he assisted in the 
development of the NBC Red and 
Blue networks. After their separa- 
tion, he continued with the latter, 
serving as vp of the Blue network 
and its successor, American Broad- 
casting Co. 

In 1948, Mr. Kiggins established 
his own radio-tv consulting organ- 
ization and assisted a number of 
the so-called pre-freeze stations 
with licensing and operation. Ill 
health forced him to retire in 1950 
for several years, but he reentered 
the broadcasting business in 1954, 
as administrative assistant to 
George B. Storer, president of 
Storer Broadcasting. He was elect- 
ed a vp of the company early last 
year. 


HARRY VAN SCOYOC 

Montreat, Nov. 26—Harry S. 
Van Scoyoc, 76, retired advertis- 
ing manager of Canada Cement Co. 
Ltd., died Nov. 15. 

An expert in the use of cement 
for highway construction, he was 
widely recognized as an authority 
on advertising. In 1918 he was 
named manager of publicity for 
Canada Cement Co. and in 1931 
became manager of the advertis- 
ing and technical department, a 
post he held until his retirement 
in 1946. 

Mr. Van Scoyoce was a past pres- 
ident of the Assn. of Canadian Ad- 
vertisers and the Advertising & 
Sales Executives Club of Montreal. 
He was also one of the founders 
and first president of the Industrial 
Advertisers Assn. of Montreal. 


JOSEPH LUSSIER 

NortH ApAMs, Mass., Nov. 26— 
Joseph Lussier, 91, former editor 
and publisher of the French lan- 
guage weekly newspaper, La Jus- 
tice, Holyoke, Mass., for 49 years, 


GEE! | want some 


of those cookies!” 
Commercials on WGN-TV have 


a way of getting results—because 
WGN.-TV programming keeps 
folks wide-awake, interested— 
and watching. For proof, let our 
specialists fill you in on some sur- 
prising WGN-TV case histories 
and discuss your sales problems. 


Put “GEE!” in your Chicago sales 


wt WGN-TV = 


died here Nov. 17. Mr. Lussier had 
retired from the newspaper five 
years ago. 


MILES R. FRISBIE 

Syracuse, Nov. 26—Miles R. 
Frisbie, 92, former operator of a 
Syracuse advertising agency, died 
Nov. 15. After serving as city edi- 
tor of the Syracuse Standard, he 
became advertising manager of the 
Smith Premier Typewriter Co. 
Later he joined the American Lith- 


ographic Co. in New York, return- 
ing four years later to Syracuse, 
where he conducted an advertis- 
ing agency for 20 years. From 1937 
until his retirement, he was asso- 
ciated with the Crouse Hinds Co. 


Furniture Ad Group Formed 
The Furniture Development 
Committee, composed of leading 
manufacturers, wholesalers and 
retailers, has been formed to 
launch a national program of pub- 


licity and advertising for the in-| 
dustry. Objectives include im- 
provements in the standards of 
furniture advertising and changes 
in the direction of advertising 
away from price and toward style| 
and quality. Co-chairmen of a 
steering committee which will 
work to initiate the program are 
Paul Broyhill, president of Broyhill 
Furniture Factories, Lenoir, N. C.; 
and Harry Schacter, president of 


meet again 
month. 


polis. The steering committee will 
in New York this 


Banner-Whitehill Corp., Indiana- 
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SAN FRANCISCO 


KOBY 


To Sell the Industrial Markets 
of GREAT BRITAIN and the COMMONWEALTH nations... 
SKINNER * ILIFFE PUBLICATIONS 


... the world’s largest group of international magazines written specifically for industry 


INDUSTRIAL 


of a Te 
* 


ae 
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BANKER’S ALMANAC 
AND YEAR BOOK 

The Standard Interna- 
tional Banking Guide. 
Published annually 
since 1845. 


Thomas Skinner & Co. (Publishers), Ltd. 


lliffe & Sons, Ltd. 


FLIGHT 


The world’s foremost 
aeronautical weekly. 
Read by leaders in the 
fields of commercial, 
civil and military avia- 
tion. Deals with re- 
search, construction, 
operation, maintenance. 
Published since 1909. 


SKINNER & ILIFFE’s 


PUBLICATIONS ™ 


ELECTRONIC AND 
RADIO ENGINEER 
Reaches the world’s 
senior executives, engi- 
neers and buyers in 
electronics and radio. 
The leading source of 
information on the de- 
sign, development, pro- 
duction and industrial 
applications of elec- 
tronic apparatus. 


FREES cet complete information on 
how to sell the industrial markets of Great 
Britain and the Commonwealth nations. 
For free informative guide, write today. 


are represented in the United States 


and Canada by: 
NEW YORK 


Thomas Skinner & Co., Ltd. 
111 Broadway, New York 6, N. Y. 


Digby 9-1197 


SAN FRANCISCO 
Duncan A. Scott & Co. 


5th Floor 


85 Post St., San Francisco 4, Calif. 


GArfield 1-7950 


AIRCRAFT 
PRODUCTION 

The monthly magazine 
of Britain’s aircraft 
manufacturing indus- 
try. Serving the interests 
of those who influence 
or make buying deci- 
sions in the aircraft in- 
dustry. 


STOCK EXCHANGE 
GAZETTE 


THE STOCK EXCHANGE 
GAZETTE 


The authoritative finan- 
cial weekly. Published 
since 1901 and used by 
those who wish to reach 
England's foremost 
business leaders and 
stockholders. 


BRITISH PLASTICS 
The premier monthly 
for plastics manufactur- 
ers, fabricators and 
buyers. Used by indus- 
trial purchasers for 
news of plant, materi- 
als, techniques and re- 
search developments. 


THE WEST INDIES AND 
CARIBBEAN YEAR BOOK 
Gives maximum trad- 
ing, geographical and 
historical data. Also in- 
cludes the Bermudas, 
the Bahamas, the Gui- 
anas, Central America, 
Venezucla and Colom- 
bia. Published annually 
since 1926. 


MECHANICAL 
HANDLING 


The leading industrial 
authority on industrial 
mechanization. Reaches 
buyers of automation 
and materials handling 
equipment in a wide 
variety of industries. 
Published monthly. 


ABC WORLD AIRWAYS 
GUIDE 


World’s most complete 
guide to domestic and 
international airline 
schedules. Used by trav- 
el agents, airline ticket 
offices, industrial travel 
departments. Published 
monthly. 


ABC AIR CARGO GUIDE 


Serves the fast-growing 
international air trans- 
port industry. Monthly. 


WIRELESS WORLD 

For all concerned with 
radio, television and 
electronics. The recog- 
nized leader since Mar- 
coni’s day. Monthly. 


rene 


SILA A RAYON 


SKINNER’S SILK 

& RAYON 

A monthly journal de- 
voted to the progress of 
the silk and man-made 
fiber industries. One of 


seven Skinner textile 
publications. 


The SKINNER * ILIFFE 
publication, shown are 
sold by paid subscrip- 
tion only. 


LOS ANGELES 
Duncan A. Scott & Co. 
1901 West 8th St., Los Angeles 57, Calif. 
DUnkirk 8-4151 


CHICAGO 

Martin Livergood 

75 East Wacker Dr., Chicago 1, Il. 
ANdover 3-7930 


CANADA 

Thomas Skinner of Canada, Ltd. 
69 Yonge St., Toronto, Canada 
EMpire 6-0873 


Thomas Skinner & Co., Ltd. 
111 BROADWAY, NEW YORK 6, N. Y. 
Please send me free, informative literature on how to sell the industrial 


markets of Great Britain and the Commonwealth nations. The products 
and/or services | want to sell are: 
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Car Ad Race Stiffens 
as Market Gets Softer 


(Continued from Page 2) 
Ford’s heavy television lineup 
which includes the “Ernie Ford 
Show” (NBC), “Zane Grey The- 
ater” (CBS) and “Suspicion,” an 
hour-long show. 

In addition, Ford will use a num- 
ber of special hour-long shows fea- 
turing Lucille Ball and Desi Arnaz. 

Mr. Bowers agreed with other 
advertising officials that the drop- | 
ping of the old co-op ad programs | 
had given the company greater 
flexibility. 

“We are trying to be objective 
and have based our program on re- 
search,” he said. “We are not dic- | 
tated to by the dealers.” 

Again newspapers will take the 
biggest share of Ford’s ad budget, 
he said, but intimated he feels tel- 


evision’s high cost is justified when 
compared to the per-person- 
reached cost of other media. 


At Chevrolet: Silence 


Ford’s chief rival, Chevrolet, on 
the other hand, flatly refused to 


ONLY the RECORD and JOURNAL 
Soniieinid 7 


‘68 CHEVROLET... BIGGEST, BOLDEST 
MOVE ANY CAR EVER MADE! 


ee ee i MII a aed eee neers Mire 


Meriden + Wallingford, Conn. 


Over $9 million was 
spent last year in Mer- 
iden-Wallingford plant 
expansion. Result? More 
new jobs, more new 
sales opportunities for 
you. Hartford and New 
Haven newspapers hard- 
ly touch this market of 
nearly 100,000. The 
Record and Journal give 
you 97% coverage! 


The Meriden 


BOLD MOVE—Chevrolet stresses 
comfort, features, and economy in 
this b&w newspaper page; the ad 
also calls attention to the division’s 
Dinah Shore and Pat Boone tv 
shows. Chevrolet is also promoted 
in GM 50th anniversary ads for its 
five makes. 


discuss its 1958 advertising pro- 
gram. 

“We do not think it advisable to 
tell our competition what we are 
doing,” said a Chevrolet spokes- 
man. “It would tend to destroy the 
surprise element.” 


| Plymouth: B&R: Hope 


RECORD and JOURNAL 


| Plymouth, rapidly gaining on 
| Ford and Chevrolet, is “going big” 
in its 1958 ad program under the 
|touch of Jack Minor, vp in charge 
of sales. 

Plymouth is using a unique 


Meriden * Connecticut 


National Representatives: 
Giman, Nico. & RuTHMaN 


1956 DRUG SALES 
$27,137,000 
up 93% over 1950 


The El Paso Times 


AN INDEPENDENT NEWSPAPER 
MORNING AND SUNDAY 


El Paso Herald-Post 


& SCRIPPS-HOWARD NEWSPAPER 
EVENING 


Two Separate Newspapers ...33c Line BUYS BOTH! 


S=s:= | Hope show, which first appeared 
~ | last week on 150 NBC stations (AA, 
== | Nov. 25). 


— extremely proud to put Bob Hope 


|}rence Welk’s Monday night show, 
jand “Date with the Angels” on 


method to achieve the impact of 
color newspaper advertising for 
little more than the cost of b&w. 
It is using red newsprint for two- 
page, single sheet advertising in- 
serts. 


Louis T. Hagopian, Plymouth’s 
director of advertising, said cost of 
the slip sheet would only be about 
5% more than for b&w. 

“But look what we are getting 
for this extra nickel on our adver- 
tising dollar,” beamed Hagopian. 
“We have attention-getting ‘color’ 
treatment that is an eye-stopper.” 

In addition to a full lineup of 
newspapers and magazines, Plym- 
outh will remain a sponsor of Law- 


Friday (both ABC). 


® But Plymouth’s top television 
buy may turn out to be its Bob 


Mr. Minor said: “Plymouth is 
on the selling staff of 8,000 Plym- 
outh dealers.” It was learned 
Plymouth will pay Hope $500,000 
for four shows and spend another 
$250,000 promoting the shows. 


Mostly Print for Pontiac 


Pontiac, on the other hand, will 
again shun television as much as 
possible, apparently as a result of 
the influence of Ernest Jones, pres- 
ident of MacManus, John and Ad- 
ams, its agency. 

Even Pontiac, however, will tel- 
evise the professional football 
championship game and a special 
Victor Borge Christmas show, for 
a fee of $200,000 to the entertainer. 

Pontiac will again “go heavy” on 
newspapers and magazines. 


Lincoln’s Line: Luxury 


Lincoln will also confine its sales 
promotion advertising to newspa- 
pers and magazines, according to 
Robert R. Nadal, marketing man- 
ager. 


While using separate campaigns | 
to promote the Lincoln and its more 
expensive brother, the Continental, | 
the division will use 1,200 news- | 


News & World Report. 

The ad budget for Lincoln will 
remain at the same level as in 1957, 
Mr. Nadal said; the theme: Lux- 
ury. 


Sullivan plus Print 


Newspapers also will get the 
bulk of the Mercury advertising 
dollar, according to R. J. Fisher, 
marketing manager. Mercury, how- 
ever, will continue co-sponsorship 
of the Ed Sullivan television show 
and use some local radio. 

Its newspaper coverage will em- 
ploy 2,500 pages in 2,550 markets, 
while the magazine lineup will in- 
clude Life, Newsweek, The New 
Yorker, The Saturday Evening Post, 
Sports Illustrated and Time. Mer- 
cury will use no outdoor ads. Per- 


formance, styling and riding com-| 


fort will be stressed in all copy. 


Dodge Is Boasttul 


Dodge is striking out boldly in its 


1958 copy with “They’re catching | 
on, but they can’t catch up.” Such | 


boastful headlines as “So advanced 


it leaves the rest behind” will high- | 


light Dodge copy in newspapers and 
magazines. 

In addition to carrying the sell- 
ing message on Lawrence Welk’s 
two ABC television shows and 
transportation advertising in 100 
key cities, Dodge’s promotion ef- 
fort will utilize heavy newspaper 
and radio schedules. Some 3,500 
newspapers will be used through- 
out the year. 

W. D. Moore, director of Dodge 
advertising, said the newspaper 
ads will be about 400 lines, but it 
will run with greater frequency 
than in the past. The newspaper 
copy, Mr. Moore said, will be a 
departure from standard practice, 
featuring large illustrations and 
short, conversational copy. 


Record Chrysler Push 


The most ambitious and hard- 
hitting advertising campaign for 
1958 probably will be that sched- 
uled by the Chrysler and its Im- 
perial. 

“We are pouring on a record ad- 


papers, plus four-color ads in Life,| vertising-merchandising program 
Newsweek, The New Yorker, for 1958,” said Burton R. Durkee, 
Sports Illustrated, Time and U. S.\ director of advertising and sales 


ry ee ee S 


EVER HELD A CURVE LIKE A SPORTS CAR. WHILE LOUNGING IN LIMOUSINE LUXURY? 


958 MERCURY 


LuxurRY PLUS—Mercury promises the curve-holding performance of a 
sports car with the luxury of a limousine in this magazine spread. 


cl ad 
ii POST WaT 
LUUANWoNNNUIDONUE. 


EVEN IN SIAMESE IT’S: “Sell the POST fi INFLUENTIALS —they tell the others!” 


promotion. 

“We are planning a larger total 
budget for 1958 for several excel- 
lent reasons. First, Chrysler divi- 
sion is in the unique position of 
advertising and promoting two of 
Chrysler Corp.’s five lines of cars,” 
he said. 


Chrysler for more than 30 years, 
Imperial has only recently emerged 
as a completely separate make. It 
is now a full-fledged member of 
the ‘Forward Look’.” 


s “This year, we’re concentrating 
Chrysler and Imperial media buy- 
ing in major mass media markets 


“While we've been advertising | 


Advertising Age, December 2, 1957 


in this order: For Chrysler, news- 
papers and Sunday supplements, 
television, direct mail and spot ra- 
dio. 

“More than half of the Chrysler 
line budget will appear in newspa- 
pers, while nearly 40% of the Im- 
perial budget will be devoted to 
newspapers.” 

Mr. Durkee said magazines as 
an image-building medium have 
earned a budget increase for 1958. 
Both Chrysler and Imperial lists 
have been broadened. Both have 
been beefed-up for frequency, he 
said. He disclosed that for the first 


SWEPT-WING 58 


e 
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ADVANCED—This Look page shows 
Dodge’s emphasis on styling. 


time Chrysler will sustain a con- 
tinuing series of spreads in Life. 

Chrysler’s television effort will 
be participation in “Climax.” 

Mr. Durkee said Chrysler ex- 
pects 1958 to be a hard-fought re- 
tail year and is scheduling three— 
possibly four—Chrysler promotions 
aimed at point of sale in every one 
of 2,900 dealerships. 


® While these promotions will be 
national in scope, each promotion 
will be localized for every dealer’s 
market, complete with newspaper 
advertising, special store material 
and retail work plans. 

“Dealers have shown an increas- 
ing interest in forming dealer ad- 
vertising associations, and we've 
been working with pilot groups for 
several months in Detroit, Pitts- 
burgh and St. Louis,” Mr. Durkee 
said. 

Included in the special promo- 
tions will be Imperial golf shows 
at selected locations, where lead- 
ing golf professionals will appear. 


s Meanwhile, Ivan L. Wiles, exec 


STRATEGIC 
ADVERTISING 
COVERAGE 


OF THE WORLD-WIDE 
$38,000,000,000 
Military Market 


The six world-spanning Army 
Times service publicotions ore 
the mess circulation media read 
most by the militery. Write or 
call for full information. 


AMT TOMES + AIP FORCE TIMES * WAVY TIMES 


The Aeverican WEEKEND * MILITARY MARKET Magarine 


The APMY-MAYY-AIR FORCE REGISTER 


ARMY TIMES 
PUBLISHING CO. 
2020 M St., NW * Washington 6, D.C. 


U. S. OFFICES: Chorleston, $. C., Chicago, Hono- 
tvlv, los Angeles, Miomi, New York, Philodel- 
phic, Son Francisco 
FOREIGN OFFICES: Fronkfurt, London, Poris, 
Rome, Tokyo 


ay aes : vert yiae Fe eR mete a ae Pe Soult. Bt est ree al! | oP ee ee A - _ 3) SSRI IR aR Ee a area Ve ET oi dial ge ey 8 oe ghia hace tite The pean ee i ee ia sees (inh: iene mae ve * 0) Ge SO en a 
vod | Ae ay oe. Ee ee es ee ee i 
(TORE. ey a ee ae -a aeT ae ee tee Seema 8 i aS yo wa So ig ee en Ripe ek MMR A kt 
the eee See A eee Se a cee ‘gehen Meee” Seem Dee eee or el PE Re ec ge ae Boe eee a? ne ae eee eS Bg 
o Goel eens é Ot Sa ee oes ‘ay ae eo tes oi hee Tite € d ne Bn a Sis a : 2 sci . See 
‘ tt ange neal Re yess ae ee BR iS os le Sy ale sg SN hy ae eee ee eee fer : ts “ ae > Sa sions Ne : a a 
a Mie Be Re ‘ ; ae ¢ = ¢ ¥ Bess 
we A < ae 
ma ant 
: 54 eC : 
; ; ; 
| a 
| 
~~ ee 
als ae ee Saale 
Su, | a 
ve) “4 
Rees ee 
Biss see 
a ee td 
oe: ee 
ae si 
es ists 
- ae 56! : 
oor ' 7 ¥ f3 
” : * nn > oe 
7 4 eee ae ES PE ye . =e 
i 35. , ™ ar 
‘ - + ? ’ : i ed 
o\.. = Se 7 ae | 
> é g poh 
a a oe SS 
Te et te ' Ste 2 ae iy ———— ona . 
- Rees Tier ete, ~ 
1 Sic ive | RL Peay, ee: 
eo pwr —— SO a : 
= ; —— | . Bcd { i 
aes : y en 
rae | .~ - = ee 3 3 cate 
ey % { ... ej ‘ eee sia 
oar 5 : ae head : . ie a 
= — md L$ 1 “a>. r. ¢ oe t' 
; : Ls a se 
—_ . bon . 7 mene * as 
a itll il . ™ ¥ Ly joomla =. = | a 1g 
4 ; : 3 ~ ——t Pt 4 =A — <2 ‘ — : 
e an) ‘ a pt ‘som j ms Sees SS SE wert eres ui 
| ; Po 
ie le as 
paeiees COVER na aa ae 
oe eC ay 
4 i . 
e | 
* +5 mie em il 
Be - 
Bo = 
a af 
at 
a? 
ee | “2 
Spel | ies 
5 ae | Py 
“ aig | oe 
hala» | | % 
aeons one 
ore : 
cd 
Me" | | a 
eee. 
— a . 
i ice” Be : 
Pn ae 2 
ieee e | 2 
sec ; = 
we ial ee n 
netics ho H . ' ey ae 
oe ‘ ; * = sa ) ‘i 
ie he : ser Atal ae Ny 
se = “iine A T P mC | 
tw a 
oe ms bins Taf | si 
es - od - —z ‘ g | — 
Eel ‘ - fe 
Py) een . a 
rr a ae ae | | ; 
ae WA {Ferran am } oe ee. 
‘pie? tate 7 ~ ts Aree. Ser 7 
ane MARKET ee —" 4 | a 
“a . pal es FS cA Si 
a ee sae ee : 
a! 2 - - - ie 
See £ ae x a 
See a a . 
cee EL PASO- “ae : 
ieee nos CAPITAL CITY OF ; ae Sehiek dnt te = 
so . - K 
ee Eo 
sath | 
seat 
i aie) 
pe eh aa 
Her eee: 
ke 22 ea 
a 2 es 
7 = ° . : : * . pn 
aie E , : eel a =o a e id ss * r , F Pees iy 2 : . a a 7 oo z ate - a wh ae > : J 4 - - ‘pain? Ser ater sh 
p : ne i veil a aire yi tals i eee he. : ee ee ee ee SY A TE ke Oe ae os ee ee ee : F mene se ‘ * ee hr es ee 
ft n ae ea ae ee Ba een oy ils ey ghia eee Be AC ey ae oe ae ey en oe ee " Pee ter ee be P Ceieea ngaty ie e Regs 1 Benge gee eae oS ne hapetiecae rene —- aie Pe 
Sharh! ol sak aly ee eo Nae aa ee ee eS ee ee: Ee, Pe Se aa oP ee eee 2 pie ot ee 
ee “aac C2 ASS el ee Ce ee a a ae i ale em mie co a ee ae RRS ae So nae ee ee 
é Pe aa! ‘ + 0. re Ce ne ad Cea ats 2x ae — age oo ee ee < os Pes hos, Sy) ee ee : peal taal pe ete fe ee ee ye ete bo ree Eee oe eae i bg a 
; Pee tt eS ftps. ey te Ba a Be Rag oe as ee et ere tag oe ios tee it eee eae oat eR ee Se Ge ee ee ee oop ert get 
. i = ag - pee = Bee ees ieee a aaa Meas =" arcane shiay ites rise Se wee bogeo ne: oh a ee Tee piagee ns tra ebee:: Nee eer ee 
fea Wl Pak a cine Rowe at eS ee oe a lee ; poe OL TTR Se ee ie Re ei ecu eae 
eee a a ga cays 


z 
— 
i 


} : * ; 
iw hat am tiie? CETTE 


~ IMPERIAL 
ROYALTY—High styling and a royal emblem are featured in this spread 
for the 1958 Imperial in the Dec. 10 Look. 


BELOIT 


Like Toast and Coffee ¥ 


...in Wisconsin the combination is... 


—_———$_—_—— 


NEWS and JANESVILLE GAZETTE 


@ The Beloit News-Janesville Gazette combination gives you 71.6% coverage 
of 3¥2 counties in Wisconsin and a substantial portion of 3 counties in illinois. 
Statistically speaking, every family in metropolitan Rock County, the home 
county of Beloit and Janesville, subscribes to one of these two papers. 


FOURTH LARGEST CIRCULATION IN WISCONSIN 


vp of General Motors, urged auto- 
mobile dealers to take a “realistic 
appraisal” of their merchandising 
methods to make certain they are 
keeping abreast of the changing 
buying habits of the American con- 
sumer. 

He told the Detroit Sales Execu- 
tives Club that “the American peo- 
ple can put into business, or put out 
of business, any system of distribu- 
tion by the simple process of voting 
with their dollars for the system 
they prefer.” 

“I submit that today’s customer 
is a changed individual,” Mr. Wiles 
said. “He doesn’t respond to—or 
do—business in the same way as 
he did in pre-World War II days. 
He is more knowing, more sophis- 
ticated and more price conscious 
than ever before.” 

Mr. Wiles said today’s auto buy- 
er “worships at the shrine of price, 
or producer acceptance, of product 
availability—sold in easily acces- 
sible stores and attractively dis- 
played.” 


® Mr. Wiles called for a change in 
the automobile showrooms. “The 
automobile showroom should be 
inviting to women as well as men,” 
he said. 

“Maybe we need not only some 
feminine decor, but also some fem- 
inine selling assistance.” 

Mr. Wiles said in the final anal- 
ysis any business must go in the 
direction the customer leads it— 
and not necessarily where it would 
like to go. 

“Competition can be met—or 
beaten—but it can’t be stopped,” 
he observed, + 


Creamer-Trowbridge Adds 2 
Creamer-Trowbridge Co., Pro- 
vidence, R.I., has been appointed 
to handle advertising for Dieges & 
Clust, Providence, manufacturer of 
emblems and awards, and Chemo 
Textile Corp., West Warwick, R.I., 
maker of electrical insulation. 


Main line 
lo 
Editors 


feature 


SEND FOR a copy of FEATURE — 

America’s only publicity medium. 

It reaches leading U.S. editors with 
your publicity features. 


CENTRAL FEATURE NEWS INC. 
1475 Broadway, New York 36, New York 


‘Newsweek’ Names Two VPs nae ae ° 
F. E. Davis, circulation director SMemen 5.8811 


of Newsweek, and James A. Rich- 
ards, production manager, have 
been elected vps. 


GEORGE W. GRESSMAN 


JANESVILLE, WIS. 
PLeasant 4-3311 


Now... more than ever 

THE OREGONIAN 

iS THE CIRCULATION 
LEADER in Portland 

and its Retail Trading Zonel 


Whatever the message ... news 
or advertising...more people 
read it in The Oregonian. 
Today, more than ever before, 
The Oregonian is the dominant 
news and advertising medium in 
Portland, in the Portland retail 
trading zone, and the entire 
Oregon Market (all of Oregon 
and seven Southwest Washing- 
ton counties). 


= 7 e 


OREGONIAN 


REPRESENTED NATIONALLY BY 
MOLONEY, REGAN & SCHMITT, INC. 


Portland & 
Trading Zone 
Lead Total Lead 
19,2853 S1,128 
41,747 96,184 
1957 
THE Ore go ni an PULITZER PRIZE a fart 
PORTLAND, OREGON — * “ie 
oe CHI All figures from Audit Bureau of Circuletions 


Publishers’ Statement for 6 months ending 
March 31, 1957. 
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PHOTO REVIEW 


Borthen Fritche ' Mrs. Fritche 
ON TOUR—Stewart L. Fritche, vp and Remington Rand account exec- 
utive at Robert Otto & Co., arrives in London with his wife to start 
a nine-country tour of Remington plants and agencies affiliated with 
Otto. He is met by Just Borthen, who runs Otto’s service office in 
London, 


Pike Wallace Torre 
PARTICIPANTS—Among those taking part in the tv-radio commercials 
workshop panel at the American Assn. of Advertising Agencies 
meeting in New York were Elizabeth Pike, Benton & Bowles; tv star 
Mike Wallace; columnist Marie Torre, and Albert Hecht, Film Pro- 

ducers Assn. 


Pattison Bloede Valenstein Babcock Donnelly 
SHOP TALK--Chatting prior to the tv-radio commercials workshop of 


meeting of the American Assn. of Advertising Agencies are H. O. Pattison and Victor 
Bloede, Benton & Bowles; Lawrence Valenstein, Grey Advertising Agency; Lyn Bab- 


Lawrence Schultz Johnson 


BUSINESS—At the account management sessions at the eastern conference of the Ameri- 
can Assn, of Advertising Agencies, the photographer caught these executives: E. W. 
Lawrence, Earl W. Schultz and Howard Johnson, Cunningham & Walsh; Townsend 


Craig 
TORONTO CLUB ELECTS—Anita Coop, Foster Advertis- 
ing, associate executive member, draws the atten- 
tion of her fellow officers of the Copy Directors Club 
of Toronto as they pose for a picture. Other officers 
are Neil Craig, Vickers & Benson, president; Hugh 
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Advertising Age, December 2, 1957 


Coop Varcoe Mc Conkey Martin 

McConkey, McConnell, Eastman & Co., vp; Stan Var- 
coe, James Lovick & Co., secretary; John Watson, 
Lovick, treasurer, and executive members, George 
Martin, Foster Advertising, and Bruce Gale, Cock- 


field, Brown & Co. 
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Sisters t-otee 


VOTE AGAINST SEX—A 75% vote of its salesmen for less sex and more 
emphasis on the product resulted in a new calendar design for Tow- 
motor Corp., the company says. The 1958 version, 

Riba, contrasts here with the 1957 cheesecake-type. 


Zeamer 
the New York 


Griffin, Benton & Bowles; Frank 


PLURAL—A new gift container is be- 
ing used by Brown-Forman Distill- 
ers Corp. for the holiday season. 
The package holds four bottles of 
bourbon and was designed by Con- 
tainer Corp. of America. 


by artist Paul 


Samuels 


cock and John Donnelly, J. Walter Thompson Co.; J. A. Douglas, McCann-Erickson; 
Marianne Zeamer, Batten, Barton, Durstine & Osborn; Jeff McGrath, Young & Rubi- 
cam, and Tracy Samuels and John Reaser, Sullivan, Stauffer, Colwell & Bayles. 


Cummings Holden 
Snell, Compton Advertising; James N. Harvey, Mc- 


Cann-Erickson; Joseph Forest, William Esty Co.; Barton A. Cummings, Compton, and 
William E. Holden, Doherty, Clifford, Steers & Shenfield, 
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American_ 


(Or, whatever happened to the man from Missouri?) 


The southern exposure you see 
above belongs to a new-car pros- 
pect. A new-car prospect who wants 


to be shown. 

Did somebody ask: Doesn’t everybody? 

The answer is, no. There’s never been a 
time when people wanted to know so little 
about something that costs so much. 

This year, the average buyer will pay 25% 
more for his new car than he did a few years 
back. 

And yet a survey shows that he’ll ask the 
salesman fewer questions, do less looking 
under the hood than he ever did. 

What's gotten into people? 

We think it’s this. People are putting their 
trust in their buying instincts rather than in 
their cerebral sagacity. 


Put it another way—they’ve decided 
that what they think, can be wrong— 


what they feel, never! 


And, you know something, they’re pretty 
close to right. 

Be that as it may, this change from the 
cautious, hard-headed, exacting buying mood 
to the swift, sure, confident decisions of to- 
day opens the door to an entirely new selling 
opportunity. 

If there is any area in which advertising is 
the greatest force in our economy, it is in that 
of creating a feeling about a product. 


Something other than logical argument 
tells a man that one brand of cigarette is 
right for him—often tells his wife what kind 
of washer or cleaner or TV is right for their 
kind of home. People reach for certain 


HOLLYWOOD -°e 


brands of cereals and mixes and soup when 
they go to market, and sometimes couldn’t 
for the life of them tell you why. 

Advertising is the reason. 

Advertising of a certain, peculiar, par- 
ticular, modern kind. Advertising that does 
not outwardly try to convince or persuade or 
argue or compete. 

It is the kind of advertising that is making 
selling history today in other fields. 

It has yet to make its impact felt upon the 
automotive world. 

It is thoroughly understood by only a few. 
And only a handful can make it work. 


They are men who know this simple fact 
about today’s consumer: 


It’s not so much what he thinks 
as how he feels. 


We work for the following COM panies: Acisvate InsuRANCE Company + AMERICAN Muverat Spraits Co. + Avcuison, ToreKa 
& Santa Fe Rartway Company - Bisse_yt Carpet Sweeper Co. + Brown SHoe Company + CAMPBELL Sour Company +» COMMONWEALTH EDISON 
CoMmPANY AND PuBLic Service Company + CRANE Co. - Tue ELectric AssociaTIon (CHIcaGo) + Green Giant Company « Harris Trust anp 
Savincs Bank « Toe Hoover Company - KeLLocc Company - THE KENDALL Company « Tas Maytac Company + NATIONAL ASSOCIATED 
Mitts, INc. + Pattie Morris Inc. « Mororo ta, Inc. + Cuas. Prizer & Co., Inc. + PrLuspury Mitts, Inc. + Tus Procrer & GAMBLE CoMPANY + 
Tue Pure Ort Company + Tue Pure Fue. O11 Company « Sucar Inrormation, Inc. « Tea Councit or Tue U. S. A., Inc. 


Leo Burnett Company, Inc. Advertising 


PRUDENTIAL PLAZA, CHICAGO 1, ILLINOIS 
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N. Y. Co-Ops Okay 
Milk Push; to Seek 
Allocation Approval 


Syracuse, Nov. 26—A $1,000,000 | 


per year promotion campaign to 
boost milk sales will be initiated 
by four major cooperatives. Deci- 
sion to launch the drive was made 
here at a conference of represent- 
atives of the co-ops. 

Represented at the meeting were 
officials of Eastern Milk Producers 
Cooperative Assn., Dairymen’s 
League Cooperative Assn., Metro- 
politan Cooperative Milk Produc- 
ers Bargaining Agency and Mutual 
Federation of Independent Coop- 
eratives. 

Recommendations for the pro- 
gram will be presented Dec. 6 at 
a meeting in the office of the met- 
ropolitan New York milk market 
administrator, in New York City. 

At the same session, action is 


{expected on preparing an amend- 
| ment to Federal Order 27, govern- 
ing milk marketing in the New 
York milkshed. The amendment 
pate allow deduction of 1¢ to 2¢ 
per cwt. on all milk produced in 
the area for milk advertising. # 


Boston Ad Club Honors Two 

Advertising Club of Boston has 
given Minutemen Mike Awards to 
two companies which promoted 
the state of Massachusetts. Recip- 
| ients were Ace Recording Studio, 
Boston, for sponsoring the song 
“On Old Cape Cod”; and to the 
Ford Dealers for their publication, 
“New England Journeys.” 


Ehrenberg Joins PRI 

Otto Ehrenberg, formerly with 
Young & Rubicam and the Insti- 
tute for Motivational Research, 
has joined the Package Research 
Institute, an affiliate of Lippin- 
cott & Margulies, New York, as di- 


rector of motivational research. 


Have you made this important discovery 


--%6 give Management oF die, 7 


You'll never find an audience more interested in what your 
management is doing, thinking and planning than the men 
who read Barron’s. They are the strongest link as you forge 
your corporate relations chain. Their endorsement gives your 
campaign twice the reach. They report to the entire financial 
community . . . and they are closely observed by the lay public 
as well. Information about your company is top-priority 
“news” to these influential Barron’s readers—whether they 
learn about it from Barron’s timely articles or from the 
valuable corporate advertisements that round out the invest- 


ment picture. 


Alert management can easily appreciate the part Barron’s 
plays. Barron’s is the only weekly affiliated with the vast Dow 
Jones news service. Barron’s is the recognized and preferred* 
publication in the financial field. Your corporate relations 
program must start with Barron’s to get a running start. 


Get to the Financial Community 


wos BARRO} 


* Ask for the latest readership 
study among Security Analysts 
and Investment Bankers! 


NEW YoRK 
$0 Broodwoy 


CHICAGO 
711 W. Monroe Si. 


388 Newbury St. 


[BARRON'S 


REPORT FROM CANADA—“Report on Radio Listening in Canada,” from 
which this graph is taken, contains figures and graphs on listening 
trends, number of listening households and time spent listening to 
radio in metropolitan and other areas. The Broadcast Advertising 
Bureau says such information “has never before been available on 
such a complete scale.” Copies are free from the BAB, Toronto. 


MILWAUKEE, Nov. 26—A chain 
grocery store executive urged Wis- 
consin Canners Assn. members to 
increase their merchandising skills 
in order to compete for shelf space 
with marketers of non-food prod- 
ucts. 

Val S. Bauman, vp of National 
Tea Co., said at a marketing ses- 
sion of the canners’ 43rd annual 
convention at the Schroeder hotel 
here that “of the total dollars going 
into the cash registers of the fu- 
ture supermarkets, more and more 
will be coming from items other 
than foods. 


s “This seems to mean, simply, 
that there will be more interest, 
more space and more effort put 
in the direction of non-food items 
by the operator ... It’s up to you 
to see that the retailer doesn’t 
forget canned foods.” 

Mr. Bauman said that canners 
have let canned foods become “old 
hat.” 

He made several suggestions 
“which will help to dramatize to 
the trade and consumers the tre- 
mendous advantages that we have 
in canned foods.” 

Modern can openers “are not 
quick and convenient enough,” he 
said. 


es Would the consumption of 
canned beer at the present be “a 
fraction of what it is today if it 
were not for that simple, inexpen- 
sive opener that puts that con- 


venient triangle in the top of a 


CIRCULATION UP 12.8% 


September 30, ABC 


Greatest in its history and now providing 


80% family coverage of the entire trading 


area. Only the Press can furnish the cover- 


age and penetration you need to sell this 


rich year ‘round market of 200,000 popu- 


lation. Put it on your list! 


increase 


1957 
1956 


43,659 
38,716 
4,943 


Atlantic Gitay Brewis — cere ree suey “Good teming’ Nowspepee 


Rolland L. Adams, President—Gallagher-Delisser, Inc., National Representatives 


Erase ‘Old Hat’ Label on Canned Foods to 
Vie with Non-Foods for Shelf Space: Bauman 


beer can?” 

He also said the top of cans is 
going to waste and could be used 
for labels. + 


Gore, Smith Names Two 

Gore, Smith & Greenland, New 
York, has appointed Mrs. Eileen 
Milling, formerly vp and public 
relations director of the Bachen- 
heimer Agency, public relations 
director and a member of the plans 
board. Gore, Smith also has named 
Sam Pagliaro, previously produc- 
tion manager of Seklemian & 
North, production manager. 


Welch Joins Kahane 

Morris Welch, formerly director 
of packaging and visual presenta- 
tion of Associated Merchandising 
Corp., has joined Melanie Kahane 
Associates, New York, as director 
of industrial design. He succeeds 
Albert Lefcourt, who left Kahane 
last summer. 


Arnn Joins Robert Acomb Inc. 

James H. Arnn, formerly gen- 
eral sales manager of Pepsi-Cola 
Bottling Co. in Cincinnati, has 
joined Robert Acomb Inc., Cincin- 
nati agency, as marketing manager. 
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Council Names Johnson 

Robert B. Johnson, formerly di- 
rector of sales promotion for Pa- 
tricia Stevens Inc., has been 
named managing director of the 
State Street Council, Chicago. Mr. 
Johnson also has been associated 
with Marshall Field & Co., the 
Merchandise Mart and Harshe- 
Rotman Inc. 


DeMello Joins Hawaii Agency 
Jack DeMello has been appoint- 
ed director of tv and radio activ- 
ities for Vance Fawcett Associates, 
Honolulu agency. He was former- 
ly vp and general manager of 
Henry J. Kaiser radio and tele- 
vision interests in the Islands. 


Burke to Barkas & Shalit 

Esther Burke, formerly man- 
ager of the publicity department 
of Roy S. Durstine Inc., has 
joined Barkas & Shalit, New York, 
public relations agency, in an ex- 
}ecutive capacity and as a plans 
board member. 


GEE! There’s the 


beer for me!”’ 


Commercials on WGN-TV have 
a way of getting results— because 
WGN-TV programming keeps 
folks wide-awake, interested — 
and watching. For proof, let our 
specialists fill you in on some sur- 
prising WGN-TV case histories 
and discuss your sales problems. 


Put “GEE!” in your Chicago sales 


wt WGN -TV = 


film graphics inc 


INDUSTRIAL 


FILMS 


television graphics inc. 


TELEVISION COMMERCIALS 


245 W. 55 ST., N.Y.C. / JUDSON 6-1922 
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Coming 
Conventions 


*Indicates first listing in this column. 

*Jan. 17-18, 1958. Midwestern Advertis- 
ing Agency Network, Bismark Hotel, Chi- 
cago. 

Jan. 17-19, 1958. Advertising Assn. of 
the West, midwinter conference, Hotel de} 
Coronado, San Diego. | 

Jan. 20-22, 1958. Newspaper Advertising | 
Executives Assn., Edgewater Beach Ho- 
tel, Chicago. 

Feb. 19-21, 1958. Continental Advertis- 
ing Agency Network, annual convention, 
Hotel Warwick, Philadelphia. 


Feb. 23-25, 1958. Inland Daily Press 
Assn., winter meeting, Drake Hotel, Chi- 
cago. 

*March 27, 1958. A iated Busi 


Publications, annual eastern coiiference, 
Hotel Roosevelt, New York. 

April 16-18, 1958. Point-of-Purchase Ad- 
vertising Institute, Hotel Sheraton-Astor, 
New York. 

April 17, 1958. University of Michigan. 
Sth annual advertising conference, spon- 
sored by the departments of journalism 
and art and the school of business ad- | 
ministration, in Ann Arbor. 

April 22-24, 1958. American Ne-veprner | 
Publishers Assn., annual meeting, Wal- 
dorf-Astoria, New York. 

April 24-26, 1958. Advertising Federa- 
tion of America, 4th District, The Florid- 
ian, Tampa. 

April 24-26, 1958. American Assn. of Ad- | 
vertising Agencies, annual meeting. The | 
Greenbrier. White Sulphur Springs, W. Va. 

*April 27-May 1. National Assn. of) 
Broadcasters, Biltmore and Statler Hotels, | 
Los Angeles. | 

May 5-7, 1958. Assn. of Canadian Ad- 
vertisers, annual meeting, Royal York 
Hotel, Toronto. 

May 25-29, 1958. National Business Pub- 
lications, annual spring meeting, Grove 
Park Inn, Asheville, N. C. 

June 3-6, 1958. National Industrial Ad- 
vertisers Assn., annual convention, Chase- 
Park Plaza Hotel, St. Louis. 

June 8-11, 1958. Advertising Federation 
of America, 54th annual convention, Hil- 
ton-Statler Hotel, Dallas. 

June 9-11, 1958. Assn. of National Ad- 
vertisers, spring meeting, Drake Hotel, 
Chicago. 

June 22-26, 1958. Advertising Assn. of 
the West, 55th annual convention, Van- 
couver, B. C. 

June 24-26, 1958. American Marketing 
Assn., annual convention, Harvard School 
of Business Administration, Boston. 

June 29-July 2, 1958. Newspaper Adver- 
tising Executives Assn., summer meeting, 
The Broadmoor, Colorado Springs, Colo. 

*Sept. 10-12, 1958. Direct Mail Adver- 
tising Assn., 4ist annual convention, 
Chase-Park Plaza, St. Louis. 

*Oct. 20-21, 1958. Boston Conference on 
Distribution, Hotel Statler, Boston. 

Oct. 23-24, 1958. Audit Bureau of Cir- 
culations, 44th annual meeting, Drake Ho- 
tel, Chicago. 


BBDO Adds 4 Mixes 


General Mills has assigned four 
new mix products to Batten, Bar- 
ton, Durstine & Osborn, New York. 
They are lemon custard angel food 
mix, cream puff mix, coconut mac- 
aroon mix and chocolate macaroon 
mix. Advertising for the new mix- 
es, which has already broken, in- 
cludes magazines and network tel- 
evision. BBDO also handles Betty 
Crocker mixes and Softasilk cake 
flour for General Mills. 


Buehring Joins Lonergan 

H. T. Buehring, formerly with 
the Frigidaire division of General 
Motors Corp., has been appointed 
to the new post of merchandise 
manager of the Lonergan Mfg. di- 
vision of McGraw-Edison Co., Al- 
bion, Mich. 


Bloom Joins Rockmore 

Stanley M. Bloom, formerly with 
Gruen Watch Co. and Bulova 
Watch Co. as market research 
manager, has joined Rockmore Co., 
New York, as director of market 
research. 


g 


Boris 
does 
at! 


‘Billboard’ Buys 
‘High Fidelity’ 
and ‘Audiocratt’ 


New York, Nov. 27—Roger and 
William Littleford, vps and co- 
publishers of The Billboard and 
Audition—the latter is a dealer- 
distributed guide for record album 
buyers—have purchased Audiocom 


|Inc., publisher of High Fidelity and 


Audiocraft, and merged the two 
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publishing operations. Purchase;recorded music. Audiocraft was| Washington, has joined Associated 

price is estimated at about $500,- | launched in 1955 for the hi-fi do- |Business Publications, New York. 

900. |it-yourself hobbyist. + This makes the association mem- 

Charles Fowler, president and | 4 bership now 166. 

publisher of Audiocom Inc., and | Mutual Names Weiss & Geller — 

the Littlefords assured their staffs) Mutual Broadcasting System, | 

that the merger would not affect| New York, has appointed Weiss « beeland- 

personne] or basic publishing pur-| Geller, New York, to handle its wood films, inc. 

poses and policies. | advertising. The network has not 
High Fidelity and Audiocraft | had an agency for some time. release . . . also complete film 

will continue to be published in | Lelnaditedts 2 

Great Barrington, Mass. High Fi-| Missiles Paper Joins ABP | eveensr ere 

delity was first published in 1951,| Missiles & Rockets, published by 752 spring st. n.w. atlanta 8, ga. 

aimed at comsumers interested in| American Aviation Publications, 


| Productions — from research to 


WHY 
DALLAS NEWS READERS 
BUY MORE 
AUTOMOBILES... 


Reserve, 76% 


or more Cars. 


...AND SPEND MORE ON THE CARS 
THEY BUY: 


THE NEW-CAR MARKET IS WELL-HEELED! According to the Federal 


of all new car purchasers last year had income of $5,000 or 


more...44% made at least $7,500... 25% had $10,000 and above. What’s 
more, 30% of the spending units with income of $7,500 and up own two 


DALLAS NEWS READERS HAVE MORE, SPEND MORE...AND 
THERE ARE MORE OF THEM! Over three-fifths of News subscribers 
in the A.B.C. city and retail trading zones have income of $5,000 or more; 
one fourth have $8,000 upwards! 


New York = 


A recent survey revealed over 91,000 out-of-town Charga-Plate charge 
account holders compared to 92,000 News subscribers in that area. This is 
significant in that Sales Management attributes 42.3% of Dallas’ auto- 
motive sales volume to out-of-town customers! 


More able to buy, DALLAS NEWS readers buy more automobiles, food, appliances... 
or whatever you se//. CONCENTRATE your advertising in... 


THE DALLAS 
MORNING 


Member, Metro Sunday Comics Network 


NE 


CRESMER & WOODWARD, INC. Nationa/ Representative 
Chicago + 


Detroit + Atlanta + Los Angeles + San Francisco 
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Doctor Hits ‘Lack of Responsibility’ in 
Failure of British to Heed Cancer Warning 


Lonpon, Nov. 26—British smok- 
ers have not been perturbed by 
the Medical Research Council's 
finding that smoking is a cause of 
lung cancer, a Harley St. surgeon 
said last week. 

Dr. Ronald Raven, who is also 
surgeon at Westminister Hospital, 
was elaborating on a report he 
made to a Royal Society of Health | 
conference earlier this month. He 
gave this conference details of a 
survey made by the Marie Curie 
Foundation to test public reaction 
to the Medical Research Council’s 
study. 


The MRC, an independent re- 


search body financed by the gov- 
ernment, submitted its report to 
the government in July. As a re- 
sult, the government warned the 
nation that smoking, especially 
cigaret smoking, can cause lung 
cancer. This was the first time 
anywhere that a government had 
handed down an opinion on the 
lung cancer issue. 

The Marie Curie Foundation 
survey, carried out on a small 
scale, was aimed at finding out 
what effect this warning had pro- 
duced on smokers. 


s Dr. Raven told the Royal So- 
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ciety of Health that of the 183 
smokers questioned in the survey, 
only six had stopped, and 35 had 
cut down. 

“This is a serious indictment of 
the sense of responsibility of the 
nation as a whole regarding this 
matter,” Dr. Raven told the con- 
ference. 

While actual consumption of to- 

bacco had not decreased after the 
government’s warning, he said, 
there had been an increase in the 
sales of filter-tip cigarets and pipe 
tobacco which offset the reduced 
sale of ordinary cigarets. 
This view was confirmed by a 
spokesman for the Tobacco Manu- 
facturers Joint Standing Commit- 
tee. 

Dr. Raven was asked whether 
doctors should be happy sales of 
pipe tobacco were increasing and 
those of ordinary cigarets declin- 
ing. 


a “No,” he told ADVERTISING AGE. 
“Although cigarets have been pin- 
pointed, we cannot exonerate pipe 
tobacco.” 

He recalled that the MRC report 
stated that the death rate from 
lung cancer is higher among smok- 
ers than non-smokers and that 
the death rate is higher among 
cigaret smokers than among pipe 
smokers. 

Statistical studies indicate that 
pipe smokers do not avoid the 
possibility of lumg cancer—only 
that pipe smokers are less likely 
to die of the disease than cigaret 
smokers. 

Dr. Norman MacDonald told the 
meeting of doctors at the Royal 
Health Society that some urgent 
action was necessary. “Every half 
hour one person in this country 
dies from lung cancer,” he de- 
clared. 

But the medical men were not 
at all unanimous about what ac- 
tion should be taken. Even the 
government, after handing down 
its stern warning in July, has 
pussyfooted around the issue. It 
passed the buck to local health 
authorities and advised them to 
publicize the dangers of smoking. 


® One doctor told the Royal 
Health Society conference he 
thought smoking should be pro- 
hibited. But Dr. Andrew Semple, 
medical officer of health for Liv- 
erpool, opposed this view. Dr. 
Semple said prohibiting the habit 
would give it the attraction of for- 
bidden fruit. 

He urged that efforts to reduce 
smoking start with children. Boys 
should be told that smoking would 
interfere with their athletic prow- 
ess; girls that it was an unsightly 
habit that would make them look 
unattractive, he said. 

Another doctor suggested that 
persons trying to quit smoking 


form a “Smokers Anonymous” on 
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the lines of Alcholics Anonymous, 
to help them fight the habit. 

Dr. John Burton, medical direc- 
tor of the Central Council of 
Health Education, said the propa- 
ganda in favor of smoking is one 
of the best-financed enterprises of 
its kind in history. 

He said that in 1955 the annual 
expenditure on advertising of to- 
bacco and smokers’ requisites was 
£1,891,191 ($5,297,350). This fig- 
ure was up to $6,448,887 in 1956— 
roughly equal to the entire expen- 
diture by the government and lo- 
cal authorities on youth work, and 
at least 20 times as great as the 
entire expenditure on non-com- 
mercial health publicity. 


® The Tobacco Manufacturers 
Standing Committee issued a 
statement after the Royal Health 
Society conference, saying that 
Dr. Raven’s assertion of a causal 
relationship between smoking and 
lung cancer is challenged by 
numerous scientists and doctors of 
great eminence. 

Dr. Raven’s paper and two oth- 
ers delivered at the Royal Health 
Society “adduced no new epidem- 
iological or other medical data to 
reinforce their statements. They 
rely solely on reiteration of asser- 
tions, largely of a statistical na- 
ture, already published,” it said. # 


RAB Names Hornsby 

Len Hornsby has resigned as 
general manager of WVDA, Bos- 
ton, to take the new post of gro- 
cery products sales manager of 
the Radio Advertising Bureau, 
New York, effective Dec. 9. 


Condon Joins Hartman 

Jim Condon has resigned as copy 
chief of L. W. Ramsey Co., Daven- 
port, la., to join the copy depart- 
ment of George H. Hartman Co., 
Chicago. 


TIE-IN—The theme on this store banner is used in the National Sport- 
ing Goods Assn. 6%-page cooperative ad in the Nov. 25 issue of 
Sports Illustrated. Grimm & Craigle, Chicago, is the agency. 


Sports Goods as 
Yule Gifts Get Push 
in ‘Sports Illustrated’ 


in 

Cuicaco, Nov. 26—‘“Everyone 
wants a sports gift” is the theme 
of the 1957 Christmas promotion 
organized by the National Sport- 
ing Goods Assn. 

The major ad emphasis is a 6% - 
page section in Sports Illustrated, 
Nov. 25, with cooperating manu- 
facturers advertising their own 
items tied in with the associa- 
tion’s “Everyone wants” theme. 

This promotion, the third an- 
nual sporting goods Christmas 
package, includes a store kit of 
materials mailed to 3,500 sporting 
goods dealers and a reproduction 
of the SI aid in the association's 
official publication, Selling Sport- 
ing Goods. 

Grimm & Craigle, Chicago. 
the agency. + 


1s 


Joins Zeuthen, Thomas 


Eugene F. Trumble has joined 
Zeuthen, Thomas & Hulbert, Min- 
neapolis, as an account executive. 
He formerly was with Campbell- 
Mithun. 
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dio and television programs, 
moving pictures sales compaigns 
and businesses? 


James Webb Young, one of 
the highest paid idea men in 
the advertising business, set 
out to answer this question for 
his students at the University of 
Chicago. The result is a little 
book which you can read in an 
hour but will remember the rest 
of your life. 


In the simplest and clearest 
of language r. Young has suc- 
ceed in describing the way 
the mind works in all creative 
people. He gives you the formula 


which they consciously or un- 
consciously follow in producing 
ideas. He shows you how to 
train your mind so that idea 
production is, as he says, “as 
definite as the process by which 
motor cars are produced.” 


Enthusiastically endorsed by 
sales managers, editors, college 
professors and students, poets, 
advertising men, salesmen and 
business executives who have 
read it. Send for your copy of 
A TECHNIQUE FOR PRODUC- 
ING IDEAS now. Only $1.25 
postpaid. 
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Two Admen Hear Opportunity Knock: 
New Game Is Based on Old Rorschach 


New York, Nov. 26—Two agen- 
cy men here have popped up with 
a new game called Person-Alysis 
that’s bringing them royalties and 
has led to an adaptation of the 
game for television. 

Irwin Ress, a merchandising 
man at McCann-Erickson, and Og- 
den H. Hammond Jr., an exec with 
Foote, Cone & Belding, sold the 
game to Lowell Toy Corp., Long 
Island City. And MCA, which rep- 
resented the admen in the deal, 
plans to show the tv panel package 
to potential clients this week. 

It all started with a series of 
Ress-Hammond lunches and a mu- 
tual interest in psychology. From 
idea to sale, the project took six 
months. Person-Alysis is an adult 
game based on psychological test- 
ing techniques. Ink blots, to you. 
It costs $3.98 a copy. 

The game calls for two teams. 
Each team member writes a de- 
scription of what he sees in an ink 
blot card, which the team looks at 
together. An interpretation writ- 
ten by a member of one team is 
read aloud to the second team, 
without identifying the author. 
The second team must then, via) 
group discussion, determine “who| 
saw what in the blot” and why | 


they believe he saw what he did. | 


= Lowell’s promotion of the ad-| 
men’s game is the biggest in the 
toy outfit’s history. Insertions have 
been scheduled in Esquire, New 
York Times Magazine, Sports II- 
lustrated and The New Yorker, 
while small-space ads are set for 


PERSOR ALYSIS 


hilarious, _ 
‘ excity 
intimate, 
psychological 
# game for adults 


Tiel ch 


BRAIN PICKING—This ad for Lowell’s 

Person-Alysis game is slated for 

magazines, newspapers, radio and 
television. 


: PLLC NEW YORK 


newspapers in 40 major markets. 
In addition, Lowell has bought 
one-minute radio and television 
spots. Harold J. Siese] Co. is Low- 
ell’s agency. 

Lowell says Person-Alysis is the 
“most extensively pre-tested game 
ever marketed.” Lowell salesmen 
took part in the testing by ar- 
ranging parties in private homes 
“among people of every income, 
intelligence, social and occupa- 
tional level possible.” 

First ad in the dealer campaign 
was a teaser, with no mention of 
the game by name. The insertion 
showed an ink blot and one line of 
copy: “This is the birthmark of a 
new Lowell game.” Results were 
“fine.” 


® Messrs. Ress and Hammond, 


come of their tv panel pitch. They 
adapted the game as a panel pack- 
age with the help of another ad- 
man—Bill Backer, of Young & 
Rubicam. # 


Powers Adds ‘Aeronautica’ 
Joshua B. Powers Inc., New 
York, international publishers’ 
representative, has been appointed 
representative for Ciencia Aero- 
nautica, Caracas, Venezuela, 
monthly aviation magazine. 
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seemingly with a hit on their 
hands, now are awaiting the out- 


Represented by 
The John Budd Company 


MEASURE a market by 
the record of its progress 


People who haven’t seen the Norfolk-Portsmouth market as it 
is today just couldn’t believe the changes which have come 
since the end of World War II. Here are two cities—making one 
great market .. . two cities that have been planned and are 
being prepared for true economic greatness. That growth is just 
beginning but it already represents an expenditure of more 
than a half billion dollars in bridges and tunnels, in super 
highways and intra-city thoroughfares; in wiping out slums and 
in literally rebuilding an area that has always possessed 
potential greatness. Already the largest, buyingest market in 
Virginia, it’s one that becomes more worthwhile to advertisers 
every day. Remember, however, that the LEDGER-STAR 

and the VIRGINIAN-PILOT offer strategic coverage of this 
aggressive, progressive market. 
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Per Carton Ad Costs _ 
Rose to 5.4¢ in ‘56 | 


(Continued from Page 3) 


provided by Leading National Ad-|an investment of $10,033,394 
vertisers and the Bureau of Ad- advertising, 
vertising. Last year, Outdoor Ad-| 675,706 in °55. A good chunk of) 
vertising Inc. started providing ad this 
investment figures for the first| schedule. 
time (although these barely affect | 
the cigaret ad cost study) and/noted that Viceroy has increased 


now the Television Bureau of Ad- 
vertising is making spot tv figures 
available. 

Another factor which detracts 
from the usefulness of these fig- 
ures for comparison purposes is 
that national network radio fig- 
ures were no longer available as 
of the last five months of 1955. 

As a consequence of adding 
spot tv Kool and Raleigh, which in 
the past appeared to spend com- 
paratively little in advertising— 
usually under $1,000,000—now 
show up as advertisers equal to 
other brands. 


® The industry sold about 392 bil- 
lion cigarets in the U. S. in 1956, 
a 2.6% gain over 1955, according 
to estimates made by Business 
Week, whose figures are used in 
this ad cost study. 

Domestic sales of the 18 brands 
used in this study came to 387.8 
billion. These same brands in- 
vested about $105,333,972 in ad- 
vertising during the same period. 
Consequently, per carton ad costs 
in 1956 were 5.4¢. This compares 
with a per carton ad cost of 4¢ in 
1955, when the 17 brands used in 
last year’s study sold 356.6 billion 
cigarets (Fatima cigarets are no 
longer on the market, Salem and 
Hit Parade have been added to the 
1956 list). Ad investment was 
$73,590,922 in 1955. 


s It should be noted once again 
that these ad investment figures 
are of measured media only. Cer- 
tain other media, such as spot ra- 
dio, network radio, point of sale, 
sampling, and collateral ad pro- 
grams are not included. These 
could make an important differ- 
ence, as witnessed by the changes 
effected with the addition of spot 
television in this year’s study. 
However, the present figures are 
useful in giving some indication of 
what the industry spent as a 
whole and how ad investments for 
the various brands compare. 

The table accompanying this 
story shows Hit Parade with the 
highest ad cost per cigaret sold. 
Hit Parade was introduced in Aug- 
ust, 1956, by American Tobacco 
Co. Cavalier, which had the high- 
est ad cost in 1955, is second in 
1956, with $2,643.23 per 1,000,000 
cigarets. 

Lowest ad cost was recorded by 
Camel—$125.75 per 1,000,000 cig- 
arets—which this year was once 
again the leading brand, despite a 
sales loss from 1955. 


® Lucky Strike had the next low- 
est ad cost per 1,000,000—$146.79. 
Luckies also ranked third in sales. 
Pall Mall ranked second in sales, 
and had an ad cost per 1,000,000 
cigarets ranking third in size be- 
low Camel and Luckies. Pall Mall 
was also the only king-size cig- 
aret to increase sales over 1955. 

Chesterfield, in third place, had 
decreased sales in 1956 and in- 
creased ad costs. 

Winston, a king-size filter tip, 
ranked fifth in sales. Its 30 billion 
sales represent an increase over 
its 1955 sales of 19.5 billion. At the 
same time it reduced its ad costs 
per 1,000,000 cigarets from $340.42 
in 1955 to $292.45 in 1956. 


® Viceroy, sixth in sales, is a good 
example of a cigaret advertiser 
whose ad investment is 


|figures. This year’s figures show 
in 
compared with $3,-| 
reflects tv 


a heavy spot 


At the same time, it should be 
|both its advertising and sales 
|quite steadily over the past few 
|years. In fact, even without spot 
‘tv figures it would have shown a 
healthy increase in its advertising 
budget. Its ad budget in meas- 
ured media this year is the larges‘ 
of the 18 brands, although its ad 
cost is not the highest, because of 
its increased sales. 

Philip Morris, seventh in sales, 
reflected the losses being exper- 
ienced by king-size and regular 
cigarets, with sales dropped to 20 
billion in 1956 compared with 24 
billion in 1955. Ad costs went up. 

Liggett & Myers, a filter tip, 
ran eighth in sales rank, with a 
healthy increase in sales over 1955. 


® Old Gold sales dropped in 1956 
from 1955, despite the fact it is 
marketed in a filter tip as well as 
in regular and king-size. Its filter 
tip sales in 1956 were the same as 
in 1955, while its regular and 
king-size sales dropped. It ranks 


ninth in sales. 

Marlboro, a king-size filter tip 
in 10th place, introduced last year, | 
showed a healthy increase in sales 
—more than doubled to 13.5 bil-| 
lion—as well as a considerable | 
boost in its ad budget and ad/| 
costs. 

Kool showed a slight dip in 
sales, ending up in 11th place.) 
Spot tv figures helped round out 
the advertising picture for this 
brand, which has always had a rel- 
atively small budget among lead- 
ing brands. Spot tv represents $3,- 
743,420 of its total $4,150,422 ad 
budget in 1956, which compares 
with $596,645 in 1955. 


® King-size and filter tip Tarey- 
tons’ total sales went down again 
in 1956. Filter tip sales remained 
the same as in 1955, but king-size 
sales dropped. 

Raleigh, which has developed a 
reputation as a minor and even 
almost a non-advertiser, is re- 
vealed to be, like Kool, a heavy 
user of spot tv. Of its total $2,521,- 


084 ad investment, $1,733,680 was 
in spot tv. 

Kent, available in regular and 
king-size filters, showed increases 
in sales. Its ad spending is down 
slightly. 

Parliament, a filter tip, in- 
creased its advertising budget ir 
1956 over 1955. 

Cavalier’s ad investment was 
somewhat below last year’s. # 


C-C Reports Profit 
Crowell-Collier Publishing Co., 
New York, has reported profits of 
$2,787,739 for the first three quar- 
ters of 1957. Last year the company 
had a net loss of $4,421,943 when 
it halted publication of American | 
Magazine, Collier’s and Woman’s | 
Home Companion. 


NL&B Adds American Smelting | 

American Smelting & Refining 
Co., New York, has appointed the 
New York office of Needham, Lou- | 
is & Brorby to handle its advertis- 
ing, effective Feb. 1, 1958. John 
Mather Lupton Co. is the previous | 
agency of record. 


Pollack Files Petition 

A bankruptcy petition has been 
filed im eastern district court, 
New York, by Martin Pollack Ad- 
vertising, Jamaica, Queens. Listed 


affected | are liabilities of $10,944 and no as- 
greatly by the addition of spot tv | sets. 


Costs of Cigaret Advertising 
Per Carton and Per Million of Cigarets Sold 


Sales of leading brands of cigarets related to the amount invested on each in 
magazines, newspapers, Sunday sections, network radio (up to the first seven 
months only in ‘55), outdoor (beginning in ‘55), network television, spot television 
(for the first time ‘56 only) and farm magazines during the past six years. 


1956 1955 1954 1953 
CAMEL (Reynolds) 
Sales (billions) 72.5 770 84.0 99.0 
Ad investment $ 9,117,366 $ 7,872,563 $13,701,033 $14,866,194 
Ad cost per million $125.75 $102 24 $163.11 $150.16 
oe) Sia a 2.5¢ 2.0¢ 3.3¢ 3.0¢ 
*PALL MALL (Amer. Tob.) 
Sales (billions) 57.5 56.0 51.0 48.0 
Ad investment $ 9,190,419 $8,910,915 $ 6,876,101 $ 6,046,339 
Ad cost per million $159.83 $159 12 $134.82 $125.96 
18M | eeainn 3.2¢ 3.2¢ 2.7¢ 2.5¢ 
LUCKY STRIKE (Amer. Tob.) 
Sales (billions) 56.0 57.0 58.0 65.0 
Ad investment $ 8,220,457 $7,970,440 $ 8,905,887 $10,159,327 
Ad cost per million $146.79 $139.83 $153.55 $156.29 
@. Mc Square 3¢ 2.8¢ 3.1¢ 3.1¢ 
**CHESTERFIELD (Liggett & Myers) 
Sales (billions) 39.5 48.0 54.0 62.0 
Ad investment $ 6,544,451 $ 6,111,529 $ 5,478,877 $13,204,616 
Ad cost per million $165.68 $127.32 $101.46 $212.98 
thet | 3.3¢ 2.5¢ 2.0¢ 4.2¢ 
*** WINSTON (Reynolds) 
Sales (billions) 30.0 19.5 65 wn 
Ad investment $ 8,773,516 $ 6,638,245 $ 1,571,526 a 
Ad cost per million $292.45 $340.42 $241.77 —_— 
wth | 5.8¢ 6.8¢ 4.8¢ —— 
***VICEROY (Brown & Williamson) 
Sales (billions) 25.4 20.1 149 6.0 
Ad investment $10,033,394 $ 3,675,706 $ 3,157,137 $ 538,309 
Ad cost per million $395.01 $182.88 $211.89 $89.67 
eo: a 8.0¢ 3.7¢ 4.2¢ 1.8¢ 
“PHILIP MORRIS 
Sales (billions) 20.0 24.0 29.0 35.0 
Ad investment $ 6,475,234 $5,705,471 $ 6,610,807 $ 8,880,958 
Ad cost per million $323.76 $237.73 $227.95 $253.71 
0. 6.5¢ 4.8¢ 4.6¢ 5.1¢ 
. & M (Liggett & Myers) 
Sales (billions) 18.5 11.0 6.2 a 
Ad investment $ 9,953,498 $ 6,490,892 §$ 5,410,599 sae 
Ad cost per million $538.02 $540,91 $872.68 —- 
~ Se ae 10.8¢ 10.8¢ 17.5¢ sseaeyiep 
OLD GOLD (P. Lorillard) 
Sales (billions) 17.0 20.7 19.5 23.0 
Ad investment $ 5,650,841 $ 6,896,258 $10,035,163 $ 8,786,972 
Ad cost per million $332.40 $333.15 $514.62 $382.04 
7. © ae 6.6¢ 6.7¢ 10.3¢ 7.6¢ 
***MARLBORO (Philip Morris) 
Sales (billions) 13.5 6.0 
Ad investment $ 7,880,318 $ 2,200,368 
Ad cost per million $583.72 $366.73 
“ou * ¢arton 17¢ 7.3¢ 
TKOOL (Brown & Williamson) 
Sales (billions) 12.3 12.7 12.1 11.5 
Ad investment $ 4,150,422 $ 596,645 $ 874,394 $ 390,827 
Ad cost per million $337.43 $46.98 $72.26 $34.00 
ose aie 67¢ 0.9¢ 1.5¢ 0.7¢ 
***TAREYTON (Amer. Tob.) 
Sales (billions) 10.0 12.0 14.0 14.0 
Ad investment $ 4,245,324 $ 3,997,609 $ 1,820,350 $ 1,952,699 
Ad cost per million $424.53 $333.13 $130.03 $139.50 
Gt 8.5¢ 6.7¢ 2.6¢ 2.8¢ 
*RALEIGH (Brown & Williamson) 
Sales (billions) 7.1 7.1 7.3 7.5 
Ad investment $ 2,521,084 $ 255,740 $ 570 
Ad cost per million $355.08 $36.01 $.008 —_ 
“ 64 ” carton 7.0¢ 0.7¢ 
[KENT (P. Lorillard) 
Sales (billions) 2.5 2.3 4.0 3.0 
Ad investment $ 3,068,232 $ 3,117,876 $ 3,858,280 $ 3,206,889 
Ad cost per million $1,227.29 $1,355.59 $964.57 $1,069.00 
- 2 -* euies 24.5¢ 27.1¢ 19.3¢ 21.4¢ 
***SALEM (R. J. Reynolds) 
Sales (billions) 2.3 as 
Ad investment $ 3,383,021 a 
Ad cost per million $470.87 ——_— 
”  P! .* epiten 29.4¢ -— 
***PARLIAMENT (Philip Morris) 
Sales (billions) 2.0 2.2 27 3.0 
Ad investment $ 2,101,309 $ 1,532,476 $ 1,013,987 $ 916,927 
Ad cost per million $1,050.65 $696.58 $375.55 $305.67 
oo . ae 21.0¢ 13.9¢ 7.5¢ 6.1¢ 
“CAVALIER (R. J. Reynolds) 
Sales (billions) 1.0 1.5 3.0 2.5 
Ad investment $ 2,643,233 $ 4,736,065 $ 3,620,270 $ 2,984,412 
Ad cost per million $2,643.23 $3,157.37 $1,206.76 $1,193.60 
7 * 9 ean 52.9¢ 63.1¢ 24.1¢ 23.9¢ 
***HIT PARADE (Amer. Tob.) 
Sales (billions) 0.5 —_— 
Ad investment $ 1,381,853 —- 
Ad cost per million $2,763.70 —_—_— 
* 2. 2 55.2¢ _—_—- 


* King size. ** Regular and king size. 
ft Regular, king size and filter tip. 


NOTE: Marlboro was re-introduced by Philip Morris early in ‘55. 
Salem ond Lucky Strike were introduced in ‘56. Network radio 
figures are included only through the first seven months of 1955, 


*** King size and filter tip. 
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1952 1951 
104.5 102.5 
$13,313,273 $12,262,067 
$127.40 $119.63 
2.5¢ 2.4¢ 

41.5 31.3 

$ 4,138,492 $ 1,761,663 
$99.72 $56.28 
2.0¢ 1.1¢ 

73.5 76.0 

$ 8,257,187 $ 8,726,620 
$112.34 $114.82 
2.2¢ 2.3¢ 

68.0 64.1 

$ 9,858,060 $ 8,750,191 
$144.97 $136.51 
3.0¢ 2.7¢ 

2.7 18 

$ 166,748 $ 79,040 
$61.75 $43.91 
1.2¢ 0.9¢ 

36.5 39.3 

$ 9,154,503 $ 8 541,998 
$250.81 $217.36 

5¢ 4.3¢ 

23.0 21.0 

$ 6,981,309 $ 6,919,722 
$303.53 $329.51 

6¢ 6.6¢ 

11.5 10.5 

$ 493,046 $ 519,442 
$42.87 $49.47 
0.9¢ 1.0¢ 

12.5 8.5 

$ 890414 $ 777,234 
$71.23 $91.44 
1.4¢ 1.8¢ 

8.3 8.0 

$ 1,425 $ 1,127,597 
$0.17 $140.95 
.003¢ 2.8¢ 

07 —_ 

$ 991,672 —_—— 
$1,416.67 —— 
28¢ ae 

19 14 

$ 444,204 $ 424,464 
$233.79 $303.19 
47¢ 6.1¢ 

1.5 0.5 

$ 1,982,296 $ 1,183,025 
$1,321.53 $2,366.05 
26.4¢ 47.3¢ 


at which time Publishers Information Bureau stepped measuring 
them. Spot television is introduced into these tables for the first 


time in 1956. 
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SPECTACULAR—Here’s an artist’s 
conception of Time Inc.’s Times 
Sq. lighted sign. 


9-Story Time Inc. 
Spectacular Opens in 


N.Y.'s Times Square 


New York, Nov. 26—The 23 
spectaculars lighting up the Great 
White Way were dimmed for five 
minutes last week in a welcome 
to a newcomer—a nine-story-high 
spectacular for Time Inc. 

The new Douglas Leigh spectac- 
ular, located on the northeast cor- 
ner of 46th St. and Times Square, 
features Life, Sports Illustrated 
and Time in a blaze of 6,500 light 
bulbs and half a mile of neon 
tubing. The over-all size of the dis- 
play is 3,500 sq. ft. 

Time Inc. has rented the location 
for a year. The cost is said to be 
“well up in five figures.” + 


Gage Joins Geyer 

A. D. Gage has joined Geyer 
Advertising as a member of the 
Detroit account management staff, 
assigned to the American Motors 
Corp. account. He has been with 
American Motors since 1946, most 
recently as manager of Nash, Hud- 


son and Metropolitan advertising. 


GB&B Opens in Seattle 


Guild, Bascom & Bonfigli has| 
opened an office in the Lloyd | 
Bldg., 603 Stewart St., Seattle, to! 
service its recently acquired Heid- | 
elberg Brewing Co. account. Tom 
Killilea, Heidelberg account execu- 
tive, heads the office. | 


“Without any reservation I can tell 
you that The RIFLEMAN is the best 
inquiry producer per dollar our 
client has ever used—and one of 
the best our agency has ever seen. 


“I don’t believe there is any ques- 
tion but that your readers read 
carefully every page—and prob- 
ably every word, on every page!” 


(Name on Request) 


AMERICAN 
RIFLE MAN... 


SCOTT CIRCLE WASH. 6 0.C 


Sheep Producers Make 3 Films 

Three motion picture films de- 
signed for use as educational tools 
to help increase consumption of 
lamb are being completed this 
month by American Sheep Pro- 
ducers Council, Denver. The films, 
which are being produced by Wild- 
ing Pictures Inc., will be available 
for distribution in January. 


Permo Inc. Names Lyon Co. 


needles, has named W. D. Lyon} 
Co., Cedar Rapids, to handle its) 
consumer and trade advertising| 
effective Jan. 1, 1958. Baker & 
Brams, Chicago, was the previous 
agency. 


Black Leaves Reach, McClinton 
Harold H. Black has resigned 


from Reach, McClinton & Co., New 
York, as senior vp, member of 
| the board of directors and execu- 


Wade Boosts Opperman 

Geoffrey Wade Advertising has 
appointed Henry J. Opperman 
manager of its New York office, a 
new post. Mr. Opperman, who 
joined the agency in 1955 as di- 
rector of radio and tv, will con- 
tinue those duties in addition to 
his new post. 


Form NY Art Group 
The Nationa! Assn. of Art Serv- 


Permo Inc., Chicago, manufac-| tive committee and account super-|ices has been organized in New 


turer of Fidelitone phonograph | visor. 


| York by a group representing 11 


63 


major studios employing approx- 
imately 300 artists and techni- 
cians. Charles North, of North 
Studios, New York, is president 
ef the organization. 


GCMI Names Barnum Ad Head 

Bush Barnum has been named 
advertising and public information 
director of the Glass Container 
Manufacturers Institute, New 
York, a new position. He has been 
public information director since 


“All together now .. . three cheers for Finchley!” 


Anyone who can find a way to cut costs without 
sacrificing quality is a real hero! And many Finch- 
leys (may the board of directors bless *em) have 
found the answer in their companies’ printing bills. 
There’s a good chance you will, too! 

It’s this simple! Paper represents over 25 per 
cent of the average printing job. And Consolidated 
Enamel Printing Papers’ cost less than other enamel 
papers of equal quality! 

The reason? Consolidated pioneered a modern 
papermaking method that eliminates several costly 
manufacturing steps, yet maintains finest quality. 


FREE OFFER! Ask your Consolidated Paper Merchant 
for free trial sheets. Make your own comparison test 
run with your printer under any conditions you 
like. Then decide for yourself. Fair enough? 


Available only through your Consolidated Paper Merchant 


Enamel Printing Papers 


a complete line for offset and letterpress printing 
CONSOLIDATED WATER POWER AND PAPER COMPANY 
SALES OFFICES: 135 G6. LA GALLE ST. *¢ CHICAG® 3. ILL. 
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Advertisers reach more 
readers for each 


dollar spent 


in |Parade| than in any 


other syndicated Sunday 
magazine—and 

about twice aS many as 
in any major 

weekday or monthly 


The Sunday Picture Magazine [ame 


magazine |Parade 
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What has the scandal trial 
dons to Hollywood? 


Parade...The Sunday magazine 
section of 59 fine newspapers 
covering some 2800 markets...with 
16 million readers every week. 
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Bedell Spots a Mystery Ad 


Lay Oli the Ad Business: Woolt 


‘Cactus Calculations’: E&E Man 


Position’s Important in Mail Order 


Opinions expressed here are those of the writers, and not necessarily those of Advertising Age. Comments are always welcome. 


Less Penetration Per Skull... 


THE NATIONAL NEWSPAPER OF MARKETING 


‘Creeping Mediocrity’ Bringing Boredom to TV; 
It's Advertiser's Worry, Cunningham Warns 


If you're about to put a new adult western on the tv airlanes, be- 
cause the ratings look so good on “Gunsmoke,” think again. Your big 
show will be nothing but a big bore (unless it's a genuine innovation 
in approach). If you don’t think so, lend an ear to Cunningham & 
Walsh’s John P. Cunningham, who brought his Index of Boredom 
with him to document the point at the 48th annual convention of the 
Assn. of National Advertisers at Atlantic City. Mr. Cunningham's 
findings and predictions may leave some top rated shows and their 


imitators all shook up. 


By John P. Cunningham 
President, Cunningham & Walsh Inc. 


There is a possibility that a most im- 
portant advertising tool is in danger of 
being blunted and dulled. We should 
alert ourselves to it. 

A dozen years ago, a thrilling new ad- 
vertising medium was thrust by the pre- 
cise fingers of science into our somewhat 
clumsy hands—the hands of the broad- 
caster and the advertiser. Since then, 
programming and commercials have 
been subject to considerable criticism— 
and they always will be. But lately the 
criticism of programming has been rising 
to a crescendo. And this is very much our 
business, because pallid programming 
can rob the best commercials of much of 
their power. 


s Let us see what some of the critics are 
saying about programming. 

e John Crosby says it is becoming the 
victim of “creeping mediocrity.” 

e Edward R. Murrow says that in tv we 
are “coming perilously close to discover- 
ing the real opiate of the people.” 

e Maxwell Anderson says, “There is no 
choice among stations at present. Wher- 
ever you turn you get childish stuff. And 


it will be that way until we pay for what 
we want.” 


e Paddy Chayefsky, the author of “Mar- 
ty” and of some of the best teleplays, 
says he’s going back to the stage because 
television today “consists only of quiz 
shows, songs and dances.” 


® Congress is beginning to boil. For ex- 
ample, Representative Emanuel Celler of 
New York, chairman of the powerful 
House judiciary committee, calls today’s 
programming “the rape of the airwaves.” 
He says it is controlled “by the sales ma- 
nipulators, the persuaders who tap the 
fears, insecurities and the inanities that 
lurk in all of us.” 

Many other leaders of public opinion 
charge television today with mediocrity— 
with catering to the lowest common de- 
nominator of people’s interest—trying to 
please all the people all the time. It is 
charged with being run by rating-slaves 
—that’s us, I presume. 

It is charged with shameless imitative- 
ness—as one critic put it, a case of the 
bland leading the bland. 


Boredom Increasing 


That is what the cognoscenti think. 


The Boredom 
Factor in TV 
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HO-HUM—Graph shows per cent of watchers (not non-watchers) who made 
] unfavorable comments like, “I’m tired of it,” about shows in Videotown 


What about the peopie? 

What is the obligation of the ANA in 
the field of programming? The obligation 
of all advertising men and women? That 
I would like to explore here with you to- 
day. 

Let us first examine the Boredom Fac- 
tor and see how serious it may have be- 
come. 

Children, a generation ago, perhaps 
saw a circus once a year. Today’s young- 
sters see two a week. Tomorrow’s acro- 
bats may literally have to break their 


survey. 


necks—if they want to stay in business. 
Children, a generation ago, were lucky 
to see one Walt Disney cartoon a week— 
at the Saturday afternoon movies. To- 
day’s youngsters choose from a dozen— 
morning, noon and night. It’s the same 
with singers, dancers, comedians. 


® Television today is telescoping into the 
space of a few years the entertainment 
interests that used to extend over a life- 
time. 

Are we using up our interests so fast 


The Great Roller Derby Wave 
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dom Factor. Why? Whither? 
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The Rise and Fall 
of Comedians 
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that boredom sets in with abnormal and 
destructive swiftness? 

We recently tried to measure the Bore- 
dom Factor by depth interviews in our 
annual Videotown survey. 

Here (Chart I) is the Index of Bore- 
dom for ten television shows. The Index 
is the percentage of watchers of these 
shows who made unfavorable comments 
—people who said, “I’m tired of it.” 
“Same old stuff.” “My interest wore out.” 
And so forth. 

You see, at one end of the scale, shows 
like “I Remember Mama” with a Bore- 
dom Index of 11, and “What’s My Line?” 
with an Index of 21—running all the way 
up to shows like “Milton Berle” with a 
Boredom Index of 55, and “Arthur God- 
frey” with 47. 


® This doesn’t mean that a show with a 
low Boredom Factor is a good buy, nor 
one with a high Boredom Factor is a bad 
buy. It simply means that some types of 
programs have greater capacity to bore 
people than others. There still may be a 
better advertising potential among the 
Great Unbored sector of a show with a 
high Boredom Factor. That is a matter 
of numbers. 

But it proves what we long suspected, 
that any show dependent on a single per- 
sonality has a greater Boredom Factor 
than. those that are less so, even though 
there have been some wonderful excep- 
tions, such as Jack Benny and Bob Hope. 

The Boredom Factor causes dial- 
twitching, vacant-minded viewing, lower 
ratings and, as far as tv advertising is 
concerned, less  penetration-per-skull- 
per-dollar. 


® Boredom is being further compounded 
by Imitation. 


TOO MUCH—Smother of sheriffs (15 adult westerns a week) promises to hike 
the Boredom Factor. And the big sufferers may be the advertisers. 


The core of the content of tv seems to 
move in great massive waves of Imita- 
tion—some of which I believe is crea- 
tively dishonorable. 

Today it seems to be quiz shows, sing- 
ing emcees and adult westerns. But re- 
member the waves of roller derbies, 
wrestling, and plunging necklines—a doz- 
en assorted Dagmars. Remember the 
coming of sex to tv when the surest way 
to push a rating up one point was to push 
an actress’s neckline down two points? 


® I have a chart here of the great Roller 
Derby Craze. (Chart 2). You see, 
it started in 1949, reached its height in 
1951 with four full hours per week in 
New York, and dropped away to nothing 
in 1953. 

And here is the Big Wrestling Boom 
(Chart 3). Starting in 1948, it reached a 
high of nearly 25 hours a week in 1950, 
and has dropped down to what appears 
to be a permanent norm of around three 
hours a week. 

There was once a wave of lady panel- 
ists across the country—dishing out ad- 
vice to the lovelorn. Among them was 
that curvaceous, versatile woman, Zsa 
Zsa Gabor—handing out romantic coun- 
sel in Los Angeles on a show called 
“Bachelor Haven.” 

Once, Zsa Zsa was asked her advice by 
a woman who complained that “My hus- 
band is always out traveling with other 
women.” Zsa Zsa slowly turned soft, sym- 
pathetic eyes to the camera and sudden- 
ly blurted, “Shoot him in the legs!” 


® Imitation has lately become alarming- 
ly intensified. Take the quiz shows. 
Sometimes they even propagate .them- 
selves like amoeba. The “$64,000 Ques- 
tion” spawns the “$64,000 Challenge.” 


5 skio—Ratings show how comedians slipped. It was a case of too much, too 


often. “We overdid it,” says Mr. 


And “21” spawns “High-Low.” Which is 
fine, as long as they flow from the same 
hatchery—and have some creative indi- 
viduality. 

They’ve really gone Sputnik in the past 
few years! Starting around 1950, we have 
today reached an all-time high of the 
almost unbelievable number of 64 quiz 
and audience participation quiz programs 
every week (Chart 4). 

It looks as if the living rooms of Amer- 
ica will become noxious this fall with the 
smell of smoking guns. The ratings of 
“Gunsmoke” and “Wyatt Earp” have 
done it, ma’am. The ratings went thata- 
way—up! I predict that in a few 
months most of them, however, will go 
thataway—down! And the worst of it Is 
they’ll probably drag the original good 
ones down with them. 


What Ed Murrow Meant 


We now have (Chart 5) western oppo- 
site western, adjacent to western, and on 
top of western. 15 of them! Most of them 
cut from the same pattern—a nervous 
gun doling out lead and personal justice 
from Laramie to the Rio Grande. Adult 
westerns, we call em! 

Here we begin to see what Ed Murrow 
may have meant by “the opiate of the 
people.” Although the people are certain- 
ly entitled to some such opiate these 
days, nevertheless I believe that this 
smother of sheriffs will rapidly increase 
the Boredom Factor among large seg- 
ments of viewers at the expense of ad- 
vertising efficiency. 


@ What about the comedians? Their 
wave seems to have crested out a few 
years ago. 

Chart 6 shows the rise and rapid fall 
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ROSEMARY CLOONEY 
FRANK SIMATRA 
COO FISHER 
PATRICE MUNSEL 
GISELE Mack 


Average of Top 5 Shows 


Romeo and Juliet . 


LARYNX EXPOSED—Taking over air space left by 
comedians, singing emcees number 14 a week. 


Divvy uP—With top ratings down, competition 
among imitative shows is more fierce. 


Cunningham. “But they'll be back.” 


of comedians on the American airwaves. 
You see, Berle goes from a high of 78 in 
1950 and goes off the air in 1955 with a 
rating of 29. Gleason reaches a high of 
41 in 1955 and goes off the air in the 20s 
this year. Red Buttons tops out at 45 in 
1953 and goes off the air in 1954 at 32. 
George Gobel reaches a high of 40 in 
1955 and drops to 20 last spring. 

We shouldn’t be concerned about the 
fading of comedians on tv. They'll be 
back. We overdid it. 

I imagine that as long as there’s a 
thing called Laughter—tthere’ll be a thing 
called Comedy. 


s A swarm of singers has taken over the 
air space recently evacuated by comedi- 
ans. They are all well relaxed and emcee- 
ing variety shows, the only variety of 
which seems to be the order in which 
the revolving emcee singer and his (or 
her) revolving singing guests revolve— 
on each other’s shows. 

They ran about four or five a week 
until the coming of Perry Como with a 
full hour two years ago, and have 
reached a record high this fall with 14 
shows per week (Chart 7). 

I predict that this year marks the top 
for all time in exposure of the human 
larynx to the television camera. 

This Boom-or-Bust programming that 
we've gotten ourselves into reminds me 
of a little couplet about the catsup bottle: 

“Shake, oh shake, the catsup bottle. 

None will come—and then—a lot’ll.” 


s It might be worth while to take a look 
at what has happened to top ratings 
while all this has been going on. 

As you see (Chart 8), they are down. 
Top ratings today would all be medium 
ratings five years ago. The top five shows 
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RATINGS AREN'T Ali—Lucille beat Shakespeare 
ratingwise, but he gave advertiser atmosphere. 
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Effective with the issue 
of July 8, 1958, 

LOOK circulation guarantee § 
will be 


LOOK GUARANTEED 


CIRCULATION 

1946 2,100,000 The table at the left is a record of LOOK’s unique ca 

pacity for growth—one of the great success stories in 
1947 2,310,000 magazine publishing. It is a story that stems from 
1948 2,700,000 LOOK’s dynamic editorial character . . . its interest in 

people... its closeness to people . . . its response from 
1949 2,850,000 people. It is a story based on the philosophy that suc- 
1950 3,000,000 cess is a journey, not a destination ... predicated on 
1951 3,100,000 the belief that the most exciting story in the world is 


the exciting story of people. 


1952 3,250,000 
1953 —-3,250,000 
1954 —_—-3,700,000 
1955 3,900,000 
1956 4,000,000 
1957 4,850,000 
1958 (3--:-) 5,300,000 
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had a rating in 1952 of 57.9. They’re 
down this year to 41.5. 

What does this mean? 

Of course, there are a lot more people 
in the lower ratings of today than there 
were in the higher a few years ago. More 
people are viewing. There are more 
shows and much more competition among 
shows. You don’t get the same per cent 
of audience coverage with any one top 
show that you used to. It also suggests 
that imitative shows divide up the total 
audience. It points out the opportunity 
for exceptional programming. 


Coverage or Atmosphere? 

Now what about culture? 

Last spring a man named William 
Shakespeare tangled with Lucille Ball on 
the NBC network. What happened? As 
you see (Chart 9), Lucille outpointed 
Shakespeare by 41.6 to 10.9—four to one. 

Since then we have heard little of fur- 
ther network plans for the former im- 
mortal Bard of Avon. Yet this superb 
performance by the Old Vic troupe was 
probably seen by 15,000,000 people—un- 
doubtedly the greatest number ever—not 
only in any one day—not only in any one 
year—but in any one decade! 


® Is this failure? 

Yes—according to the ruthless law of 
the decimal point. 

No—according to all the less distinct 
laws of artistry. 

So Shakespeare may be going the way 
of Red Buttons and Jackie Gleason. Now 
what does all this amount to? How much 
should we be concerned? 

Our primary obligation is to the sales 
curves of our companies, of course. But it 
is much too easy to say—‘I buy by rat- 
ings,” or “Give the people what they 
want—I’ll buy it.” 


® I maintain that our obligation to tv 
goes much, much deeper than that. 

As advertising men, we must be inter- 
ested in all tv—not only in our pro- 
grams. We want it to be a strong, well- 
rounded medium. A multiplication of the 
same type of show, such as the present 
wave of singers, quizzes and westerns, 
can only narrow the base of television, 
restrict its power, its values to the peo- 
ple. 

Even the most ardent rating devotees 
have an obligation to their companies to 
look around and beyond the ratings. 

You can buy other things besides cov- 
erage. You can buy atmosphere. 


s Companies such as AT&T and Gen- 
eral Electric will only buy certain types 
of shows—shows of a certain atmos- 
phere. Why? 

Because atmosphere can make certain 
selling phrases more honorable and con- 
vincing. 

So, from a strictly selfish, cost-ac- 
counting point of view, it can be com- 
mercially sound to buy fewer people at 
a time in a better program atmosphere. 
Also, there are many products that are 
bought because of a favorable attitude 
toward the company that makes them. 
Take gasoline, for instance. 

Research tells us a surprising number 
of people buy a certain gasoline because 
of a feeling they have for the company 
that makes it. 


e@ On Madison Ave., this is known 
variously as “company profile” or “cor- 
porate picture” or “house image” or 
whatever you want to call it. It cannot be 
built by copy-cat shows. It can only be 
diluted. 

The “house image” is a factor in the 
selling of electrical appliances, automo- 
biles, steamship trips and dozens of other 
products. 

It is our responsibility as honest trades- 
men to seek creative programming for 
our companies—not fall lightly and lazily 
into imitation. 

The time has come when we advertis- 
ing men have an absolute obligation not 


to add another singer to the herd or an- 
other quiz show to the cluster or another 
western to the swarm unless it is a bet- 
ter one—a matter of creativity. 


Make Room for Shakespeare 

I’m brash enough to say that anybody 
who buys another western, unless it is a 
marked creative departure from the pat- 
tern (as the “$64,000 Question” was in 
the quiz field two years ago), ought to 
turn in his gray flannel suit and go to 
the eternal showers. 

Our obligation, along with broadcast 
executives, as trustees of programming, 
requires that we help make room for 
Shakespeare and others of his ilk for 
these reasons: 

The 10 to 20 million people who like 
Shakespeare better than Lucy have ev- 
ery right to their minor share of their 
own airwaves. This kind of program iso- 
lates the right markets in the right mood 
for certain products. 

Some of us may want access to these 
markets. Even those who don’t, want a 
full-rounded medium, not a narrow- 
based one. 


s The networks want this, too. And they 
are certainly trying. NBC is offering 100 
specials this year. CBS, too, has many 
new creative shows coming. Some of them 
I am sure will point the way to more re- 
freshing entertainment in the next few 
years. 

For the sake of tv’s future, we must 
encourage them where we can. 

Our agency’s Videotown research 
shows clearly that the grumbling is not 
confined to the professional critics. The 
Index of Boredom has been rising stead- 
ily. But people are leng-suffering—they 
will watch programs that bore them— 
but they tend to tune out their minds— 
which is bad for advertising. 


® Tv programming does not permit the 
same selectivity as print, of course, and 
never will. 

Magazines, for instance, separate audi- 
ences by interests—photography, boating, 
motherhood, or what-are-you. 

Unlike any magazine, tv with its lim- 
ited channels must deal largely in things 
of mass interest. But it must certainly 
not try to reach all the people—all the 
time. 

Once, for a while, magazines almost 
lost track of their readers’ interest—dur- 
ing the great retreat from romance to 
realism in the last generation. Many pure 
fiction magazines slowly died. Even in 
the last ten years, among general maga- 
zines, fiction is down 33%, while food and 
health are up 36% and home furnishing 
up 43%. 


® Tv, too, is in for a much greater ex- 
pansion beyond the dream world of ro- 
mance and cowboys, fairy stories and 
love-songs. And, as the manly medium of 
communication that it ought to be, it will 
face the realities of life. 

Wider and deeper coverage of the UN. 
Many, many more such hours as the 
Krushchey hour on CBS last spring. Tele- 
vised Congress and courts. 

Have we forgotten how the McCarthy 
hearings once out-rated everything on 
the air at the time? 

The great all-time video-villains were 
gangster Costello one year and two Rus- 
sians named Malik and Vishinsky an- 
other. People were hissing their own tele- 
vision sets. 


See Through the Ratings 

As far as we advertisers are concerned, 
it is a Time for Pause. 

Thoughtful business behavior requires 
that in considering any program we look 
right straight through the ratings to see: 
1, Is there the danger of a fast-developing 
Boredom Factor? 

2. How much of the destructive force of 
Imitation is present? 
3. Does this program provide the surest 
access to my market? 
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The Creative Man’‘s Corner... 


throat. 


themselves. 


he’d like to own. # 


Saves a Lot of Trouble 


1847 ROGERS BROS. FALL SILVER SALE 


AHH TT Hi | 


earner 


YOU SAVE *30 


@® 1847 ROGERS BROS. 


Renee» Feet Biter vate: state any he Tne mearnctepe Sees Compeny 


We’ve noticed more and more silver ads that offer us savings if we buy 
now. Or extra pieces for free. We can only deduce that the silver industry isn’t 
exactly going great guns and may even be in a little difficulty. 

For this is when unimaginative manufacturers invariably fall back on the 
assumption that, if nobody is interested in owning a particular product, some- 
how a price reduction will stimulate their interest. 

Now, so far as we know, the only time cut price means anything is when the 
price that is cut is on something a lot of people want. You could, for example. 
offer women’s high button shoes these days at two-thirds off list and we don’t 
think you’d find any takers. All you really do is cut your own profit, cause 
your competitors to cut theirs, which in turn causes you to cut yours and even- 
tually throws your whole industry into a tailspin. What you really cut is your 


This is what the appliance industry found out. And it’s what the automobile 
industry—and certainly automobile dealers—have found out this year. But ap- 
parently all manufacturers and al! industries have to find these things out for 


The only thing we know that price cutting saves you is the trouble of think- 
ing. Saves your agency this trouble, too. And, of course, it saves the consumer 
the trouble of thinking about you in comparison with other quality products 


T 


Fora limited time only! 


ona SF piece & service for bd 


4. Does my product need the backing of a 


good “house image” and is this it? 


® And, finally, we must look beyond the 
ratings always to maintain television as 
a well-rounded medium so that it may 
fulfill its destiny. 

Its destiny! It ranks with the auto- 
mobile in ability to give pleasure to man- 
kind. 

Now a man can sit by his own hearth 
and look around the curve of the earth. 
He can peer into the parliaments of na- 


tions. He can see his own destiny being 
shaped. His own soul being saved. From 
his evening chair he can look across for- 
ests and mountains at the restless drama 
of life—on stage. 

We are trustees. 


s We must never forget that the air- 
waves do not belong to the advertisers— 
nor to the networks—nor to the FCC~— 
nor to the federal government. 

They belong to the people of the United 
States. # 


Looking at Radio and Television ... 


A Few Cactus Calculations 


By the Eye and Ear Man 
There has been a great deal of talk 
about the oversaturation of westerns on 
network television this season. 


Are the two-fisted cowboy heroes tak- 
ing up more than their share of tv space? 
One way of determining the answer to 
this question is to see how many westerns 
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From sign-on to sign-off, Sunday through Sat- 
urday, Boston viewers watch WBZ-TV more 
than all other stations beamed into the area 
combined! 


The latest ARB figures* show that WBZ-TV 
holds a 51% share of the audience... right 
through the week! Boston’s second station 
scores 45%. All others add up to 4%. 


And when it comes to individual shows, just 


*ARB—October 1957 


Highest-rated news—“11th Hour News” — 


reaches 23.4% 


Highest-rated film show—“tPleasure 
Playhouse” (Sun 5:30-6:30) —hit 22.8% 


Highest-rated syndicated film show—a big 


28.1% 


Highest-rated early evening film show— 
“Boston Movietime”—19.5% 


All of which proves, in Boston, no selling campaign is complete 


without the WBC station... *"§A@AyEesz iIrwy 


...much more! 


take a look at these ratings: 


WESTINGHOUSE 
BROADCASTING 
COMPANY, 


INC. 


Radio 

BOSTON, waz + wara 
PITTSBURGH, coxa 
CLEVELAND, «rw 
FORT WAYNE, wowo 
CHICAGO, wino 
PORTLAND, «ex 
TELEVISION 

BOSTON, wer.tv 
BALTIMORE, witty 
PITTSBURGH, Kora ty 
CLEVELAND, «rw.rv 
SAN FRANCISCO, crix 
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there are in prime time, as compared 
to other categories of tv entertainment. 

The best place to start on this arith- 
metical exercise is the Nielsen list of 
regularly scheduled nighttime shows, in- 
cluding programs aired from 7:30 to 11 
p.m., EST, weekdays and 7 to 11 p.m., 
EST, Sunday. 


® Using our own definition to sort out 
borderline shows that could fall in either 
of two categories, we came up with this 
count: 


Westerns ........00..0+. 15 or 12% of the total 
Music or musical variety ........ 17 or 14% 
Situation comedy ..................0 19 or 16% 
OD icnssvseccintstisresncescesssenis 13 or 11% 
Drama ....... ‘ceedloiaatidglliptinesjseneneteat 14 or 11% 
Quiz or panel shows ................ 14 or 11% 
Variety or comedy .............00000+ llor 9% 
RINT Jnitincacsesevienbcdornepeiptiadciores> 12 or 10% 
I ii ieciickecowsnenibseescstsdsdioninsiore 2or 2% 


Despite the uproar about television’s 
being overrun by cowboys, this seems like 
a pretty good balance in program types. 
This notwithstanding the fact that there 
was a sharp increase in the number of 
westerns this year compared with last. 


s Another issue which has been the sub- 
ject of a great deal of speculation in and 
out of the industry is the question of who 
decides what shows go on the air? The 
answer in an over-simplified form is that 
the tv shows that reach the airwaves are 
those which, in the opinion of the pro- 
ducer, network executives, advertising 
agency executives and sponsors’ repre- 
sentatives, have the best chance of get- 
ting a high circulation. 

But it is possible to be more specific 
when one considers the question of who 
produces and who controls the shows now 
carried in network tv’s choice night time. 
Although here again a great deal depends 
on definition. The definition of “pro- 
duced” is very stringent as used here. 
It means that all aspects of the program 
were created by personnel paid and 
housed by the network or the agency, 
with their producers having the last word 
as to the content of the show. 

Borderline cases where the network 


Direct Mail and Mail Order... 


may be said to produce a show, but where 
final decisions on the production rest with 
a performer who is not a network em- 
ploye, are not classified as network pro- 
ductions by this definition. Using this 
strict definition, the column came up with 
some incredible results. 


s Programs produced by networks or ad- 
vertising agencies covering 7:30 to 11 p.m., 
EST, weekdays and 7 to 11 p.m., EST, 
Sundays: 

CBS—seven or 16% of the total CBS 
programs in those periods. 

NBC—none. 

ABC—none. 

Advertising agencies—two. 

This somewhat startling situation is un- 
doubtedly due to the fact that more and 
more programming is being subcontracted 
to independent producers, tv stars and 
talent agencies. 

However, the situation looks different 
if you analyze it from the standpoint of 
who controls the shows—that is, who fi- 
nances the programs and ties them up 
so that they cannot be moved to another 
network. This is the breakdown on night- 
time programs “controlled” by the net- 
works: 

NBC—24 or 61% 
time periods. 

CBS—26 or 60% 
time periods. 

ABC—17 or 50% 
time periods. 


of its total in those 
of its total in those 


of its total in those 


@ There is no reason to think that the 
networks will not continue to compete 
aggressively in an effort to control pro- 
grams produced by many independent 
sources. And when they decide to commit 
their money to promising shows, they 
certainly can be expected to continue 
to tie the show to their network as a 
condition of purchase. 

Agencies, on the other hand, will con- 
tinue to endeavor to make the best pos- 
sible buys for their clients, from all 
sources. And whenever possible, all oth- 
er things being equal, they will try to 
find a non-network controlled package 
that can be moved at will if a particular 
network time period doesn’t pay off. + 


Position Is an Important Factor 


By Elon G. Borton 

Generally, the front of the book (par- 
ticularly Page 1 opposite front inside cov- 
er) rates first in mail order results from 
page ads and then pages drop down little 
by little until about Pages 6 or 7. After 
that, results hold pretty 
steady to the back of 
the book. The page op- 
posite the table of con- 
tents often shows up 
well, probably because 
it is consulted again 
and again by readers. 

Covers are not usual- 
ly rated high by cou- 
pon checkers and rare- 
ly are they willing to 
use them, especially at premium prices. 
Possibly one reason for this is that read- 
ers may not wish to mutilate a cover by 
tearing off the coupon. 

One can make a very logical case in 
arguing that there is no difference be- 
tween a left or right-hand page, and i 
have seen some readership studies seem- 
ing to prove this. But in my mail order 
experience of 22 years with scores ef mag- 
azines and thousands of ad placements, I 
found an average difference of 10% re- 
sults in favor of the right-hand page. The 
majority of my mail order advertising 
friends testify to the same results. Why 
this is so I cannot say unless it is that as 
readers turn the pages their eyes fall 


Elon G. Borton 


most easily on the right-hand page.. 

While it would seem that the bottom 
of columns would be better because of 
the greater ease in clipping the coupon, it 
is common practice for mail order adver- 
tisers to request top of column, next to 
reading matter, on right-hand page. I 
understand retail advertisers also make 
this request on small ads. 


® If a publication has a number of ads 
for the same class of products as his 
grouped together, even if in the back of 
the book, the mail order advertiser will 
generally want his ad to be with them 
rather than alone in generally preferred 
pages up front. His experience shows that 
he will get better results, probably be- 
cause readers are accustomed to looking 
there for that product. 

Ladies’ Home Journal has recently is- 
sued a study showing that position of 
advertisements in magazines is not im- 
portant in determining results; that the 
basic factor is the copy content of the 
advertisement. The study seemingly is 
based largely on Starch “noted” rating 
scores of various advertisements in its 
own issues. 


® No one will quarrel with the conclu- 
sion that the advertisement itself (copy, 
layout, etc.) is the most important factor 
in the success or failure of any ad being 
noticed, read or acted upon. Position in 


the publication, be it newspaper, general 
magazine or business publication, must 
be secondary to that. 

But the experienced mail order adver- 
tiser who constantly checks the inquiries 
and/or sales resulting from his ads knows 
that position is a very important factor 
for him, often one large enough to make 
the difference between failure and suc- 
cess. He values it so highly that he will 
often pay a premium for preferred posi- 
tion and he will hang on to any preferred 
position he now has, and work constantly 
to get an even better one. Ask any space 
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representative or advertising manager of 
a publication carrying a good deal of mail 
order copy about this. 


s In my days as advertising director at 
La Salle Extension University, I remem- 
ber being grateful to the ad manager of 
a new mechanical magazine for offering 
me as his first signed-up advertiser his 
first right-hand page (opposite second 
cover). I see that my successors at La 
Salle still hold that position by virtue of 
having used it constantly during the 15- 
20 intervening years. + 


Looking at the Retail Ads 


By Clyde Bedell 
(Mr. Bedell is a consultant in cre- 
ative advertising and advertising 


training.) 


take as directed: (MMM Plus for more beautiful aE 
Lo belp keep ITEP hipping. peeling. spliting. breaking 
RD apsule form Easy-to-take. sugar-free, super-ech 
in proteins. A clear case for healthy, beautiful Plarge size dh 
310. middle size, $5, get-aequainted size, $2. ln our Wonder ; 
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Some stores not only have no desire 
to communicate clearly and quickly with 
their ads, but they are engaged in the 
amoral pastime of paying creative peo- 
ple to conceal the stories which buyers 
spend their ad money to reveal to the 
public. 


s A correspondent has asked me what 
determines whether or not I cover the 
signature of an ad. Perhaps I slip some- 
times, but my general purpose is to 
leave open the signatures of ads I com- 
mend, and of ads I criticize on ground of 
questionable honesty or morality. 

But as in the present case, when I 
criticize an ad because I believe its cre- 
ators are just inefficient, naive, imma- 
ture, use poor judgment, or have judg- 
ment different from mine, I believe they 
are entitled to relative anonymity. 


®s For ads are criticized here not to point 
up anyone’s shortcomings, but to point 
up lessons it would be well for many ad 
people to learn. My principal difference 
of opinion with my compatriot, The 
Creative Man, is that he often tears an ad 
apart on what seems to me to be purely 
his personal opinion, with no matter 
of advertising principle involved. That is 
authoritarian. That is criticizing people 
because they differ from you, not because 
they ignore a body of established truth 
they should be expected to know. 

My criticisms are not matters of per- 
sonal opinion but of the violation of prin- 
ciples I believe to be firmly established. 
Principles are not authoritarian, they 


grow out of vast experience and research, 
and provide the standards to which all 
honest men have recourse for judgments. 

In short, I believe principles should be 
observed in all selling effort. But though 
another’s application of principle “A” 
may differ markedly from the way I 
would do it, as a libertarian I believe he 
is entitled to do it his way without my 
unqualified condemnation. A_ criticism 
based on personal predilection may be 
valid—but should be expressed as a per- 
sonal view, not as a matter of positive 
right or wrong. Thank you. 


® Incidentally, if you happen to guess 
what the item in this ad is, or if you 
found out from the original ad, you still 
wouldn’t know how many of these you 
get for your $10, $5, or $2—nor would 
you know how long they would last you, 
or at what rate you would be expected to 
use them, or whether regularly, or just 
now and again. Of course the store only 
had about 600 lines, or 42 inches to tell 
this story—and that’s putting a big strain 
on an advertising staff. But who cares? 
Cosmetics margins are big, business is 
good, the manufacturers have plenty of 
money for advertising, and as long as 
management is too busy upstairs to care 
whether people come in downstairs in 
response to ads, no one’s going to insist 
on good value for ad dollars. 


® One third of this copy space is de- 
voted to telling all the different places 
you can buy this item (which they have 
failed to sell) from this business. + 
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How to make a family adventure out of buying or building a boat . . . 
how to plan a motor trip that'll be a vacation for the whole 
family, even Mother . . . what to do when the living room seems 
too full of furniture . . . how to set a garden growing . . . 
how to be a gourmet cook with packaged mixes .. . 
Better Homes & Gardens is a monthly treasure hunt of 
practical ideas about anything and everything that 
interests home-and-family centered men 

and women and their children. 

The ideas in Better Homes & Gardens set people to 
planning instead of just wishing, to doing instead of 
only dreaming. And the more they talk and plan and 
do, the more they buy. The climate BH&G creates 

for advertising is unique among all the major 
media. No wonder this famous idea magazine 

keeps on getting bigger and better all the time! 
Meredith of Des Moines . . . America’s biggest publisher 
of ideas for today’s living and tomorrow’s plans 


America reads BHaG the family idea magazine 


4,350,000 COPIES MONTHLY 
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From an Art Director's Viewpoint... 


What Would You Put in the Window? 


By Andy Armstrong 

From Research comes the truTH, and 
from the Academy in Florence, hey, 
comes this pouting fellow who needs Pain 
Relief. 

Funny, we always thought that look 
on his face was intense 
concentration. After 
all, he’s Michaelange- 
lo’s “David,” and how 
would you look, trying 
to hit Goliath with the 
first rock? 

Like you were in 
pain, apparently. Sort 
of a “This hurts me 
more than it does you” 
expression. Else why 


Andy Armstrong 
the picture? 

In jeopardy here is the old and hon- 
ored rule that pictures must work with 
headlines and vice versa. Does the man 
illustrate Research? Truth? Speed? Pain 
Relief? Upset Stomach? All these are in 
the headline. And all are abstractions, 
theoretically impossible to depict literal- 
ly. 

So we puzzle around a while, then at 
last decide he stands for Pain, which 
exists until it is relieved. Pain Relief 
can’t be shown. It means pain has gone. 
You can’t picture something that no long- 
er is—although art directors have been 
x-ing out pictures of “gone” things, hope- 
fully, since advertising began. 

So David looks like Pain. He illustrates 
one thought in the headline. Right? 

Right. But all this reasoning is ridicu- 
lous. It sounds like the frantic noises 
of the account executive when the client 
wants the layout explained. 


s It’s just possible that someone, cal- 
culatingly, has thrown the rule book 
away. Maybe David was never meant to 
work with the headline. Maybe he’s there 
for atmosphere, nothing more. If so, his 
job is well done, for whether or not the 
average reader recognizes David, those 
classy features and hair-do bring the 
whole weight of western culture to a 
headache cure. 


Salesense in Advertising ... 


From Research comes the 


TRUTH 
About Speed of Pain Relief- 
Without Stomach Upset 


Medical Science reports impo 


at new findings on 


BAYER versus an aspirin with a ‘butfer’ addec hased on major studies 
to determine speed of pain reli ut stomach upset 
Yes, this research further verifies that BAYER Aspirin is still the 
safest, gentlest jastestacting pain reliever you can get 

TRUTH based on + years’ research 
im 1954, a6 part of 2 cominaing research asparie woh oo hadter added 
probeat he eld BAYER Thousand. oft ere made ov pa 
soaagghe n A foremost che trncdoniges 
nates ved . 4 ated heyond 
mo sever ’ 4 henst thewe 

Thee spe i ther BAYER 
wwolled seres of chime al tests im order 6 as h ot * te 4 pas 
pare the action of BAYER Aqmrin vorwus an rebever you can buy, 
TRUTH — confirmed 
BAYER called for further tests. further owt stomach vtset tected on peuple sufter. 
dence, The oe ear h was comds. ted mg tren any types and degrees of acute 
by meine of the statt of one of the East's par wettercd day by suillions 
promwument Medal Satya Again oh 

Agen and sgain, BAYER and axpirin wm further ombrasnt nat eve 
woth 2 tuber added were tested mally able RAVER Aspirin in otil e 
to determine speed of pain retiet wevbout fated. gentics! prim rehewer you can get! 


TRUTH —comfirmed adam! 


To tema ity rithewtic 


THES RESEARCH © booed oo the one boat 
2N4 sieulume methnd tor wewing the value ot pata reheverm— Ss 
by seed yay peg le suber ag trum (68) pare 
YES, PROM RESEARCH COMES TRUTH... 


‘The safest, fastest-acting pain reliever 


you can get... BAYER” ASPIRIN 


Leave us tip our hats to a genius. Mi- 
chaelangelo? No—the fellow who thought 
of using him. 

Leave us tip our hats to a brave man, 
also. The client. All that money, and no 
articulate rationale. # 


It's Time for a Moratorium 


By James D. Woolf 
Advertising Consultant 

Appearing in the December issue of 
Holiday is an article, “The Minstrels of 
Madison Ave.,” by one Stephen Birming- 
ham, 

Mr. Birmingham avers that “the men 
who sit at the confer- 
ence tables worrying 
about you, the consum- 
er, are beginning to 
worry about you, the 
jury and opinion set- 
ter. They fear that if 
you misjudge Madison 
Ave.’s people, you may 
soon mistrust Madison 
Ave.’s products—its 
commercials, 
jingles and ads. ‘There is a definite hate 
campaign under way against Madison 
Ave.,’ another advertising man intones 
gravely. ‘We must fight back! We must 
prove our worth!’” 

He goes on to say, “The people who 
live in the Madison Ave. world are 
also painfully aware that an adman is a 
not-quite-respectable figure in the public 
mind. One of the world’s largest advertis- 
ing agencies will not use the word ‘ad- 
vertising’ on its letterhead or business 
correspondence...‘We’re in the Social 


Register in spite of the advertising busi- 
ness,’ says the wife of an agency head.” 


s Mr. Birmingham, commenting in pass- 
ing on motivational research, reveals to 
the reader that Dr. Ernest Dichter has re- 
cently advocated putting more sex into 
advertising; not cheesecake but sex of the 
wholesome man-and-woman kind. 

The article, which runs to several 
pages, is written in a mildly humorous 
and kindly vein. It is in no sense an at- 
tack on the integrity and usefulness of 
the advertising business. Nevertheless, it 
somehow conveys the impression, prob- 
ably unintentionally, that the modern ad- 
vertising man is something of a charlatan 
and a bit of a smart aleck, flippant and 
pompous. 

As a matter of opinion, I cannot be- 
lieve that such articles as this one, in con- 
sumer media, are good public relations for 
the advertising profession. I cannot un- 
derstand why magazines such as Holiday 
and the Reader’s Digest, which couldn't 
exist without advertising, believe the pub- 
lic should be told how it is being manip- 
ulated by Madison Ave. 


s “Actually,” says Mr. Birmingham, “a 
few Madison Ave. men admit ruefully 
that this is Madison Ave.’s own fault. 


‘When The Hucksters came out in 1946,’ 
an advertising man said privately, ‘we all 
read it. We knew it wasn’t a true image 
of the business, but I think we rather 
liked being depicted that way—hard- 
boiled and kind of glamorous. We never 
came right out and said so, of course, but 
deep down we said, “Hey—get us!” But 
now it’s gotten out of hand. If you want a 
villain in a novel, you make him an ad- 
vertising man. He’s the modern version of 
the horse-opera city slicker.’ ” 

The Holiday article does not seriously 
suggest that agency men are city slickers, 


On the Merchandising Front... 


Advertising Age, December 2, 1957 


admittedly. But, despite the author’s good 
intentions, his portrait of today’s agency 
man is not a wholly admirable one. 

I, for one, wish that popular consumer 
magazines would lay off the advertising 
business. It’s time for a moratorium. # 

* * * 

Mr. Woolf’s articles are available in a 
handsomely bound 383-page book for 
permanent reference. Price $5.95. Write 
Advertising Publications, 200 E. Illinois 
St., Chicago 11, Ill., for “Salesense in Ad- 
vertising,” available on five days’ approv- 
al. 


How to Get Wholesalers to Concentrate 
on Selling 


By E. B. Weiss 


The wholesaler has proved his ability 
to survive. Time and again, in one field 
after another, the bell has been tolled for 
him, but he just hasn’t heard it. He has 
survived, of course, solely because he per- 
forms a function that 
few manufacturers are 
able completely to du- 
plicate on a sound cost 
basis—omitting those 
fields where the whole- 
saler has never played 
a role or more than a 
limited role. 

But the wholesaler, 
like the retailer, finds 
himself with a problem 
involving personal selling. In several 
fields, the wholesaler has alleviated the 
problem—and even solved it—by totally 
eliminating salesmen or lessening his de- 
pendence on them. The food wholesaler is, 
of course, the star example; he has made 
a remarkably successful adjustment in 
this respect. 


E. B. Weiss 


® However, in other fields of wholesaling 
this solution to the everspreading problem 
of attracting, training and holding com- 
petent salesmen (manufacturers contend 
with this problem only to a lesser ex- 
tent than do wholesalers and retailers) 
may not as yet be usable. In these fields 
it may become incumbent on manufactur- 
ers to develop new marketing concepts 
that will (a) enable the wholesaler to 
concentrate his financial power and his 
manpower to a larger degree on selling 
and (b) make it possible for the whole- 
saler to offer better incentives to poten- 
tial sales talent. 


s What forms could these new marketing 
concepts take? One avenue that some 
manufacturers might want to explore is a 
road that is being explored, among others, 
in the major appliance field by the Philco 
Corp. Its application is by no means limit- 
ed to this industry—an industry in which, 
by the way, the distributor has taken 
quite a battering in recent years! 

Philco has opened a so-called distribu- 
tion center in Elizabeth, N.J. Ultimately 
this distribution center is to be used by 
some 12 to 15 distributors. At the time of 
writing, it was being used by three distri- 
butors. Philco built and financed this dis- 
tribution center; each of the distributors 
using it shares the operating costs (as 
more distributors use it, the pro rata costs 
will, of course, drop). 


® Now let’s see what this distribution 
center does for the three distributors ini- 
tially using it—bearing in mind that the 
same fundamental concept could be 
adopted or adapted in industries far re- 
moved from major appliances. (It could 
even have an application in food and 
drugs, were a group of non-competitive 


producers to underwrite a distribution 
center.) 

1. The Philco distribution center makes 
it possible for the three distributors to 
carry an inventory of about 35% of the 
total previously carried by each of the 
three. 

2. That not only cuts considerably all of 
the financing and other costs involved in 
inventory; it also speeds up turnover 
which, obviously, adds considerably to 
cost reduction. (Turnover should hit nine 
times at the distribution center against 
perhaps six for each ef the distributors.) 

3. It also makes possible a more bal- 
anced inventory—that is, an inventory 
better balanced to the constant fluctua- 
tions in demand (factory shipping time to 
the center is considerably less than ship- 
ping time to each of the three distribu- 
tors). Unbalanced inventories are a major 
factor in profit-killing costs. 

4. A 30-day composite inventory has 
been found to be adequate at the center; 
previously a 60 to 90-day inventory of 
Philco products was necessary for each 
distributor. 

5. Shipments from the various Philco 
plants to the Philco center at Elizabeth, 
N. J., are consolidated, thus saving in 
freight costs; and with freight costs con- 
stantly rising this is a sizable factor. 

6. The three distributors have found it 
possible to reduce payroll. Billing clerks, 
warehouse workers, etc., have been cut. 
Dealer billing, filing of factory inventory 
statements, weekly inventory checks— 
these and other functions are performed 
at the center, with obvious elimination of 
personnel. 

7. Certain of the functions now per- 
formed and controlled by the center were 
formerly managed by the general man- 
ager of each of the distributors. Also, key 
sales personnel were involved in some of 
these functions. Right here—over and 
above cost savings, greater warehousing 
efficiency, etc.—is perhaps the most at- 
tractive potential of the plan. 


® In other words, under this procedure 
the wholesaler is in position to concen- 
trate on merchandising and selling. He is 
also in position to up his selling percent- 
age, if this is deemed advisable, without 
inviting red ink. It is possible that some 
Philco distributors operating under this 
plan may increase their sales forces, al- 
though stepping up the calibre of this sales 
talent, better training, better equipping 
and better management might be more to 
the point. 

In this connection, it is pertinent to re- 
mark that I have been contending for 
some years that the era of personal sell- 
ing is on the wane. Every time I say this I 
am told, “There will always be a sales- 
man.” And I agree—completely. 

But I still contend that the era of per- 
sonal selling is waning. That is quite dif- 
ferent from saying that personal selling 
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EMPHASIS 


If your advertising plans call for market by market 
emphasis, use the medium that can do the job best. 
Consider Iodent: It used 16 of TV GUIDE’s 50 regional 
editions in October, with multiple ads in two editions. 
Iodent hit the same regions again in November with a 
similar barrage. Consider TV GUIDE: It lets you 
concentrate your advertising where you need it... lets you 
hit choice markets with greater force! Most marketing 
programs have regional advertising problems. 


TV GUIDE can help you solve yours. 


Today’s most flexible magazine 
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is destined totally to disappear. 

In retailing, personal selling has, of 
course, become a secondary and even a 
tertiary factor in retail volume. In whole- 
saling, in several fields, personal selling 
has been relegated to the background 
(Hibbard, Spencer, Bartlett & Co., well 
known hardware wholesaler, is in process 
of eliminating salesmen calling on re- 
tailers). And certainly few wholesalers 
in few fields would deny that personal 
selling by the wholesale salesman, never 
noted for a high level of performance, has 
been hitting new lows annually for some 
years. In many, if not most, manufactur- 
ing fields much the ‘same is true. 


@ One reason, of course, is that many 
years ago the “knights of the road,” as 
they were dubbed by a correspondence 
school of my younger days, were pretty 
well paid vis-a-vis most other workers. 
Today, a bricklayer or a plumber can 
snicker at most salesmen—and even truck 
drivers can look down at many salesmen, 
particularly retail and wholesale sales- 
men. Consequently, the sales function just 
doesn’t attract the talent it did years ago. 

A second reason is that where selling 
involves traveling, fewer men tend to find 
traveling attractive; particularly family 
men—and this is the era of young mar- 
riages and big families. 

A third reason is that some aspects of 
the personal selling function have been 
taken over, in some measure, by advertis- 
ing (the champions of the salesman invar- 
iably reply to this one in this vein: “What 
else would you expect an advertising 


agency man to contend?”). 

A fourth reason is that, as retailing is 
taken over by retail giants, much of the 
real selling is done by principals. 


® There are other reasons; I’ve enumer- 
ated them in columns in AA as long ago as 
four years. But the one basic point I 
would like to make here is that competent 
salesmen continue to be needed, in vary- 
ing degrees, in the various aspects of our 
economy—and that competent salesmen in 
a full employment era will be found only 
if and when the incentives are attractive. 

Getting back to the wholesaler: The 
wholesaler will be able to reverse the 
downtrend in the calibre of his personal 
selling (where this should be done; and it 
is not always indicated!) only when he is 
able to hold out richer rewards to sales 
talent. A plan such as this distribution 
center of Philco, properly adjusted to the 
requirements of individual fields and in- 
dividual companies, could achieve two 
ends: 

1. It could make available the funds re- 
quired to step up the sales percentage for 
the wholesaler and thus permit wholesaler 
sales compensation plans that would at- 
tract better talent and, simultaneously, 
provide funds for better training of sales- 
men, better equipping of salesmen, better 
management of salesmen. 

2. It could enable management of 
wholesale firms and their sales, marketing 
and merchandising executives to concen- 
trate on these functions, instead of per- 
forming non-essential details only re- 
motely connected with these functions. + 


What They Were Saying 25 Years Ago... 


Lou E. Holland, former president of the 
Associated Advertising Clubs of the 
World, addressing the Advertising Club 
of Kansas City (AA, Dec. 10, 1932): 

“The statement has been made that 
seven-eighths of all advertising is soundly 
and effectively performing its function. 
But if only seven-eighths of advertising 
is doing the job for which it is intended, 
advertising is doomed. All advertising 
must do a sound, constructive job.” 


Paul T. Cherington, New York distri- 
bution consultant and president of the 
American Marketing Society, addressing 
the society (AA, Dec. 31, 1932): 

“While expansion was universal and 
the trend was upwards, careless methods 
and personal whims could be supported. 
But now the only test of good marketing 
is whether it gets goods from producer to 
consumer with as little as possible useless 
motion, and with a maximum of certainty 
that when finally added to the equip- 
ment of life they will be of the right kind 
and in the right place at the right time.” 


Employe Communications... 


G. W. Freeman of Marschalk & Pratt, 
addressing the Assn. of Advertising Men, 
New York (AA, Dec. 17, 1932): 

“Hidden sales points are developed by 
talking to consumers and dealers and 
digging into sales records. Doing this will 
disclose that consumers often buy prod- 
ucts for reasons quite different from the 
sales points in which the advertiser puts 
confidence. 

“When there are no outstanding sales 
advantages, the sales executive and adver- 
tising man must develop ideas out of 
dream stuff, digging down into inner 
consciousness.” 


Col, Frank Knox, publisher, Chicago 
Daily News, addressing the Chicago Ad- 
vertising Council (Dec. 17, 1932): 

“I am looking forward to the day when 
the reader will be asked to bear a higher 
proportion of the cost of producing a peri- 
odical. Circulation will come down and 
there will be less duplication. Circulation 
figures will mean considerably more when 
this time arrives.” 


Communication Steps Up the Tempo 


By Robert Newcomb and Marg Sammons 
(Mr. and Mrs. Newcomb operate 
their own organization in employe 
relations.) 

Although he isn’t generally credited 
with it, Jimmy Hoffa has actually been 
doing a lot for the cause of employer- 
employe communication. After ponder- 
ing the events which took place a few 
weeks ago at Miami Beach, where Mr. 
Hoffa marched into the Teamsters’ pres- 
idency to the consternation of no one, 
even the most uncommunicative man- 
agements began’ to think in terms of re- 
moving their own self-imposed muzzle. 

Communications people, looking for 


some classic union jurisdictional feuding 
unless the McClellan committee develops 
a bite as well as a bark, have already 
noted the stepped-up tempo of employer 
conversations with employes. Outfits that 
have shunned communications programs 
for years are now slaving over the blue- 
prints. This looks like a wonderful time 
for management to talk, and to be heard. 


® Here are some of the maturing con- 
clusions of the older heads in the field of 
employer-employe communications: 

1. Recent events in unionism, coupled 
with recent NLRB decisions (to wit: the 
Kohler case), suggest once again that in- 


dustry can’t look to government for relief 
from labor strife—at least not yet. Rec- 
ognizing that fact, several companies are 
moving fast to lay a better groundwork 
for employer-employe understanding dur- 
ing the period of internal labor union 
strife and revealing headlines of union 
graft. 

2. Union political activity is sharply on 
the rise, on the basis that a favorable 
vote at the ballot box has more power 
than a management assent at the bar- 
gaining table. Hence management com- 
munications programs now being car- 
pentered contain provisions for straight 
political talk in company publications for 
employes. 

3. Public resentment toward corrupt 
union leadership is mounting. And union 
members are members of the public. 
There are mutterings that the officials 
at the union hall have been getting away 
with too much. Now, communications peo- 
ple feel, is a ripe time to start telling 
the management story which has gone so 
long unheeded. 


Advertising Age, December 2, 1957 


4. With a leveling-off of the economy 
in certain quarters, management is in a 
better position to talk the economic facts 
of life than in the past ten years. Some 
concerns find themselves incapable of 
making the intolerable burdens of em- 
ploye wages and benefits more burden- 
some, and are getting ready to say so. 
The union campaigners who are hinting 
at wage increases and the 30-hour week 
are getting the raised eyebrow treatment 
not only from management, but also from 
a substantial segment of the rank-and- 
file. 


® Some of the stalwarts of negativism in 
management think that the union prob- 
lem, in the face of adjustments within 
industry, will take care of itself. They 
look forward confidently to a new hu- 
mility on labor’s part at the bargaining 
table. The realists of communication, 
however, are taking no chances. They 
figure that if a bridge of employer-em- 
ploye understanding is to be built, this 
is a poor time to lay down the tools. # 


DRAWTHINKS 


1. Basic advertising expressions have 
a narrow but important gamut to run. 
This simple circle with the smile will 
cover for you nearly everything you 
have to write ads about if the mes- 
sage is a positive one. Practice trac- 
ing around the outside edge of a 
nickel or a quarter, if you must, to 
get the feel of the circle (la). 

2. A simple way to delineate sex. 
Here, too, you see the advantage of 
adding the eyes. He is looking at her. 
Any artist knows what the story is, 
develops theme easily. 

3. Man, woman, children, baby. Place 
them as you visualize them, specify 
ages, of course, when important. The 
younger the child, the lower the fea- 
tures on the circle (3a), if you want 
to go this far. (The relative size of 
the stick figure may be sufficient to 
indicate younger children.) 

4. See how each person in this group 
adds to the story by the expression 
on the face, still using the easy smile 
but changing the eye direction. 

5. By the term “narrow gamut,” 
above, I mean that people shown in 
ad scenes, whatever the media, are 
either happy or thrilled to a degree, 
or are pretty miserable about some 
problem (falling hair, back-or-stom- 
ach-ache, bills, etc.) Here is the basic 
misery face. Next lesson we will cover 
variations and extremes of facial ex- 
pressions which you may find help- 
ful in developing and communicating 
ad ideas. 


How to draw basic expressions, Part 1 


The proper moods expressed on even stick figures may help inspire your art 
source to develop your messages faster and surer. Practice, fit to your copy. 


Next Lesson: “How to Draw More Basic Expressions” 
Coming: “When the Client Is a Dog” 
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The Bulletin goes home...delivers more copies to more 


people 


every seven days in Greater Philadelphia than any other newspaper 


Families in the giant 14-county Greater Philadelphia market 
spend $168,037,000 a year for drugs, cosmetics and toiletries. 
Your products get first call at the drugstore when you use the 
advertising columns of Philadelphia’s home newspaper — The 
Evening and Sunday Bulletin. And now you can give your sales 
message the added impact of R.O.P. spot and full COLOR— 


evening and Sunday — seven days a week! 


The Bulletin exerts a powerful influence on the buying 
habits of its readers. Philadelphians like The Bulletin. They 
buy it, read it, trust it and respond to the advertising in it. 
The Bulletin is Philadelphia’s home newspaper. 


Advertising Offices: Philadelphia, 30th and Market Streets * New York, 
342 Madison Ave. * Chicago, 520 N. Michigan Ave. Representatives: Sawyer 
Ferguson Walker Co., Detroit * Atlanta * Los Angeles * San Francisco * Seattle 


In Philadelphia nearly everybody reads The Bulletin 
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The Voice of the Advertiser 


This department is a reader’s’ forum. Letters are welcome. 


Bliss Page, Creative Man's Target, Did All Right 


with Starch ‘Women Read 


To the Editor: I have just read 
The Creative Man’s Corner in the| 
Oct. 21 issue of Apvertistnc AGgz, 
and hasten to point out that the 
remark therein, “The females we 
questioned to a soul did not get! 
beyond the illustration in this 
Bliss ad,” is definitely and com- 
pletely contradicted by the Starch 
readership results, again showing 
that no mother-in-law survey can 
ever compare with results from a 
random or probability sample. 

The one-page Bliss ad which 
was reproduced in The Creative | 
Man’s Corner got a Women Read | 
Most (meaning that the women | 
reported reading 50% or more of 
the copy in the ad) of 21%. 

This was an exceptional Read 
Most, as shown by the following 
facts: 

1. It was the single highest) 


Most’ Rating of 21% 


Read Most of all 60 ads (Ye-page | 


or larger) in the Aug. 19 issue of 
Life in which the ad appeared. 

2. This 21% Read Most com- 
pared with a median Women Read 
Most for the 60 ads in the issue of 
3.5%, an increase over the me- 
dian of 500%. 

3. This 21% compared as fol- 
lows with the other women’s toilet 
goods ads in the same issue: 

Lentheric Tweed—1%-pg. 4-col- 


or unit, featuring a $60,000 contest | 


with a first prize of a trip for two 
to Paris, plus a $6,000 mink coat (a 
type of ad which is supposed to 
attract tremendous readership)— 
14. 

Silver Curl home permanent— 
14-page 2-color bleed—7. 

Sebb Shampoo—'%-page black 
& white—4. 

No other ad of any type in the 
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7 STOCK uP Topay ! cE 
Vi errs 


Manufacturers who advertise in 


Odonate Hubbarda Kupboard 


(ABC circulation over 


one million — reaching 


two out of three homes, see Standard Rate 


and Data). 


get realistic and effective store- 
level support frem these retail 
food stores—the largest indepen- 


dent organization in northern 


California. 


only *395-°° per participation 


685 — 6th STREET 


FOR MORE INFORMATION... CONTACT 


OSonnie Hubbard KUPBOARD 


*THE ONLY MEDIUM THAT CAN MAKE THIS STATEMENT 


SAN FRANCISCO 


issue had a Women Read Most 
higher than 14. This was achieved 
only by the above-mentioned 
Tweed ad, and a 4-color spread on 
women’s wool sweaters. The high- 
est Read Most for any other wom- 
en’s clothing product was 9, for 
any food product was 7, for any 
household supplies products 12, 
and for mail order houses, such as 
J. C. Penney and Sears, Roebuck, 
was 12. 

4. The Starch ad-norm Read 
Most for all “Toilet Goods—Wom- 
en” ads which appeared in Life 
during the calendar year 1956 was 
4%. Our 21% is thus 425% higher 
than the average women’s toilet 
|goods ad. 
| It’s pretty clear that the facts 
|as revealed by Starch make the 
| mother-in-law survey of The Cre- 
| ative Man’s Corner completely off 
| base. Actually, the facts are the 
reverse of what he reports. 

Frederick C. Hitchcock, 

Director of New Products, 

Lambert-Hudnut, Morris 

Plains, N. J. 


Noble-Dury Is the 
Magic Chet Agency 

To the Editor: Knowing that 
you are anxious to maintain high 
standards of accuracy in your col- 
umns, I want to call to your at- 
tention several errors which ap- 
peared in your write-up covering 
the sale of Magic Chef commer- 
cial equipment to Cribben & Sex- 
ton. In the first place we did not | 
sell the commercial division of 
Magic Chef to Cribben & Sexton. 
Rather, we sold tools and dies, 
special machinery for the produc- 
tion of heavy duty ranges, and the 
raw material and finished goods 
inventory. Obviously, if the divi- 
sion as such was not involved in 
the transaction, Cribben & Sex- 
ton cannot set up a “Universal 
Magic Chef Division.” 

We did give Cribben & Sexton 
the right to use the Magic Chef 
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PAR-OFF READERS 
BRG FOR U.S. NEWS 


Goodwill Envoy Here Flooded 
After He Offers to Send 
Old Magazines Abroad 


Harry Plissner, a_ retired 
trailer court operator from 
Florida, has learned ta his sur- 


His ambition, if he gets help, 
is to speed thousands of such 
“messengers of goodwill and 
understanding” on their way. 
“It may serve to correct some 
of the bad publicity we've been 
getting on the integration issue 
lately,” he commented. 

Mr. Plissner’s new vocation 
dates from a trip he made by 
\train from Munich to Heidel- 
berg in April, 1956. A young 
professional woman from East- 
ern Germany who was a pas- 
senger on the train, borrowed 
an American news magazine 

rom Mr. Plissner, e.\gaged him 
n conversation and later be- 


‘prise, if not dismay, what it is 
ito be a goodwill ambassador. | 
| Success had attended his first! 
venture, that of sending used| 
American magazines through; 
the Iron Curtain to Eastern! 
Germany. Led on by his en-| 
thusiasm, he offered earlier this} 
month, in letters to the editors! 
of about twenty newspapers in| 
far corners of the world, to send 
used American,magazines to in- 
terested readers. He is now be- 
ing deluged with requests—600 
in two days and at least 5,000 
more expected. 

Honor-bound to satisfy these 
‘requests, Mr. Plissner — who 
lives at 345 West Fifty-eighth 

treet—yesterday appealed for 
/help, He said he needed volun- 
teers for secretarial work and 
especially volunteer magazine 
senders. He estimated that 
30,000,000 magazines of general 
interest were being thrown 
away in the United States each 
week, These magazines, in Mr. 
Plissner's view, should go to 
people in distant lands who are 


ame the clandestine distribut- 
ng agent in Communist Ger- 

any for all the most “subver- 
ive” American magazines that 
Mr. Plissner and his friends 
could send through channels 
known only to them. 


The names of newspapers to 

hich Mr. Plissner has written 
were taken from a list in a 
professional publication. The 
papers include the Taipeh (For- 
mosa) China Post, The Beirut 
(Lebanon) Star, the Karachi 
(Pakistan) Dawn, the Djakarta 
\(Indonesia) Observer, Keng Po 
and Persbiro Indonesia, to say 
nothing of papers in Tokyo, 
Shanghai, Warsaw, Belgrade 
and even Moscow, 


The first batch of replies, all 
lair-mailed, included letters from 
students, doctors, scientists, 
business men, a Roman Catholic 
priest in Taipeh and a Chinese 
Protestant minister in In- 
donesia, But nothing yet from 
P Communist country. 


eager to receive them. 


ital cities, Melbourne and Sydney, 
have tv. This covers 40% of Aus- 
tralia’s population. There are two 
commercial] stations and one non- 
commercial in each city. 

I might mention that reception | 
is particularly good; traveled 
viewers say it is superior to any- 
thing they have seen. 

Graham O. Longwill, 

Brighton, Victoria, Australia. 

© ~ . 


He Can Do Without ‘Ply.’ 


To the Editor: Here is one of the 
most brazen examples I have ever 


brand name during a short inter- 
im period; otherwise, the Magic 
Chef name is not involved in the 
transaction. Within a reasonable 


will manufacture and distribute 
their commercial ranges under 
the Universal brand name. 
Finally, you had the wrong 
agency listed for Magic Chef. 
Krupnick & Associates of St. 
Louis is no longer the ad agency 
for Magic Chef. Our present agen- 
cy is Noble-Dury & Associates, 
Life & Casualty Tower, Nashville. 
I’m sure that you regret as 
much as I do the errors that crept 
into this article. Perhaps you will 
want to run a corrected story. 
William H. Ferriss, 
Advertising Manager, Magic 
Chef Inc., Franklin, Tenn. 


We’re sorry about the agency, 
but the rest is quibbling. C&S 
told AA it plans to set up a “Uni- 
versal Magic Chef division.” How 
long the name remains is some- 
thing else. 

. 


Figures on Australian TV 
Sets Called Overstatement 

To the Editor: Being an adver- 
tising man, a regular reader of 
ADVERTISING AGE and one who ap- 
preciates accuracy I would like to 
draw your attention to a slight 
overstatement in your issue of 
Sept. 16 (Page 90). 

Tv sets installed in Australia 
was given as 250,000. The correct 
number at that time was 140,000. 
Certainly small figures are in- 
volved but the percentage is 
there. 

For your information, installa- 
tions are proceeding at the rate of 
3,000 a week. So far only two cap- 


| 


length of time Cribben & merce 


seen of advertising in which the 
|big print gives it to you—and the 
small print takes it away. It ap- 


READ THIS!! 


HOW WOULD YoU LIKE TO BUY 
A NEW 1957 


PLY. 


With automatic transmission 
power steering, radio and heater 
FOR ONLY 


‘Iona 


SUPER SALES—Atiantic City’s only 
authorized Dodge-Plymouth Dealer. 
. 5-7583. would 


_ J NOBODY, BUT NOBODY 
CAN GIVE YOU A 
BETTER DEAL 


(4)—1957 PLYMOUTHS 
(3)—-1957 DODGES 


peared today in the Atlantic City 
| Press. 

I am sending it along as anoth- 
er example for your “Advertising 
We Can Do Without.” 

It leaves me speechless! 

James H. Ogilvie, 

Volk Corp., Pleasantville, N.J. 

* . . 


Confused by Zero-Less 
Statistics on Canada 


To the Editor: Comments re 
Nov. 4 issue: Page 89. Sub- 


———— ee 


Through with That Magazine? 
Here's a Place for It 

To the Editor: We are enclosing 

a photostat of a “story” that ap- 
peared recently in the New York 
Times. It has been helpful, but 
the problem grows every day. At 
the moment there are more than 
8,000 letters requesting magazines. 
These are airmail letters and as 
many more will probably arrive 
by “regular” mail in the next few 
weeks. 
. You, too, can help to solve the 
problem by putting an item in 
your publication that “used” mag- 
azines are needed. If your readers 
|}would send us a self-addressed 
stamped envelope we would re- 
turn it enclosing one of the letters 
from overseas. Your subscribers 
would then mail their magazines 
directly to the writers. 

We hope that you will give 
some thought to this dilemma and 
find some way to help us. We 
would be more than happy to an- 
swer any questions that you might 
have. 

Florence Daniels, 

Assistant to Mr. Plissner, 345 

W. 58th St., New York. 


ple, Reach $5,000,000 in Ten 
Years as Agency Number Rises.” 

Extract from editorial content 
under this subheading: 

“In 1947 there were 67 adver- 
tising agencies in Canada _ re- 
porting to the Dominion Bureau 
of Statistics and they shared bil- 
lings of $64,422,777. In 1956 there 
were 110 agencies in thé report 
sharing $201,797,434.” 

Reader’s comment: 
fused!” 

Page 108, Column 3. “In a recap 
of 1953 tax returns, Montreal filed 
452,510 returms on wages and 
salaries of $1,317,437; Toronto filed 
515,950 on $1,511,798 in wages and 
salaries. Total income for Mon- 
treal, $1,608,135; Toronto, $1,838,- 
107. Vancouver reported 169,320 
returns, on $497,872 wages and 
salaries, with a total of $594,035.” 

Reader’s Comment: “I’m  sstill 
confused! Are Montrealers and 
Torontonians really earning 
dough! An average of less than 
$3 per annum per tax payer. No 
wonder the Liberals lost the last 
election. I have heard of ‘cents- 


“l’m con- 


heading lead story: “Billings Tri- 


less’ accounting, now we have 
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super-refined ‘aughtless’ 
tics.” 
Still More Comments: 


statis- 


there are people who are feeling | cations. 


sorry for the ‘Mutt in Muttnik,’ 
After reading this issue, I’m go- 


ing around in more circles than 
is.” 
A. K. Buckland, 


Dorval, Que. 


John A. Pattee, 
Advertising Manager, The 
he| Pocket List of Railroad Offi- 
cials, New York. 
- . s 


Says Americans Lag in 


Mr. Buckland isn’t really that| Handling of Overseas Copy 


much confused. He knows that 


To the Editor: Don’t translate, 


the wages and salaries amounts|rewrite foreign copy. 


all should have 000 added to them. 


The German version of the ad 


As for the subhead, if he puts|“Sell the Post Influentials” cur- 


“eleven” in the right place 


..-|rently published by The Saturday 


“Billings Triple—11 Reach $5,000,- | Evening Post contains several mis- 
000 in 10 Years As Agency Num- takes and violates many rules of 


ber Rises” he’ll 


come out|the German grammar and ian- 


right. We’re sorry for the errors,| guage. ADVERTISING AGE and many 


and delighted to have such sharp- | other 


eyed, hard-reading readers. 
. e . 


Automation Was Dodged 


American magazines are 
read all over the world. American 


ing nation of the free world, are 
expected to excel in every respect, 


publications, representing the lead- | 


your publication. Many German | 
magazines and weeklies, almost | 
all your German contemporaries 
are published in three languages, 
German, English and French. The 
English and French parts are re- 
written in flawless Oxford English 
or sophisticated French. America 
is expected to master foreign lan- 
guages with the same ease as West- 
ern Europeans... 

Not only foreign languages but 
also different ways of living re- 
quire rewritten advertising copy. 
Years ago the Gillette Safety Ra- 
|zor Co. promoted a new rustproof 
razor blade which required no 
wiping. “Just rinse under the fau- | 
cet and let dry” was the theme of | 
the American copy. 

The representative of J. Walter | 
|Thompson Co. asked me (at that | 
| time secretary of the Austrian Ad- 


| 


by Post Office in 1922 


Siew : ; or expressions. . 
To the Editor: In line with your German readers will be highly that only a few Viennese had run- 


stories about deteriorating mail 


|American copy. Due to the fact | 


| 


service, you will be interested in|#™used to see the present, defec-|ning hot and cold water in their | 


the following. In 1922 I was asso- 


good work you have been doing)tive copy of the ad which dispar- | bathrooms the entire copy had to 
for so many years in support of |ages the excellent reputation of|be rewritten and adapted to Aus- 
“And |sound advertising 1n honest publi- 


trian circumstances. 
Felix F. Fluss, 
Correspondent of European 
business publications, Long Is- 
land City, N. Y. 
. * o 
Puts Bedell’s Column 
to Further Use 


To the Editor: May we have 
permission to quote part of Clyde 
Bedell’s column on Page 98 of Ap- 
VERTISING AcE for Jan. 24, 1955? 

We plan to publish a new book 
on real estate advertising this fall, 
and would like to reprint from Mr. 
Bedell’s article the first, second, 
seventh, eighth, ninth, tenth and 
eleventh paragraphs, which are 
applicable to real estate adver- 
tising in general; leaving out the 
third, fourth, fifth and sixth para- 
graphs, which refer specifically to 
ads for some lots in Marin Coun- 


even when using foreign phrases|Vertising Club) to translate the |ty, in the San Francisco Bay area. 


Bradford Wyckoff, 
Howard Parish Associates, Mi- 
arni. 


MARKET 
OF 


NEW 
ENGLAND 


Power: 


OVER $500 
MILLION 

ONE ORDER— 
ONE BILL! ONE 
BUY delivers 

6 Vermont 
Newspapers. 
Address: 
Rm. 516, Statler 
Office Bidg., Boston 
16, Mass. 


VERMONT ALLIED DAILIES 
* Barre Times * Bennington Banner 
* ; Free Press 
rattleboro Refo r* Rutland Herald 
* St. Johnsbury Caledonian-Record 


ciated with a concern which built 
an automatic mail sorting and 
distributing machine for the 
Washington Post Office. 

After a successful trial period 
this project was sabotaged be- 
cause, as we learned later, it 
would put a lot of men out of} 
work. As long as the post office od 
run by politicians I doubt wheth- | 
er labor-saving equipment has | 
any chance. 


Joseph S. Vogel, | 
Joseph S. Vogel & Co., South 
Orange, N. J. 

P.S.: Incidentally, I still have 
some pictures showing the ma- 
chine and some of its eee 

* a 7 

Your Prestige Suffering? | 
To the Editor: The ad enclosed 

might be fun for The Creative 

Man to tee off on. I thought I was 


Every time he’s guilty of catachresis — . | 


our prestige suffers 


WHAT CAN WE DO) hee fr 


arte 


WEBSTER’S 
NEW |WORLD) 
DICTIONARY 


Se een. 


vom 


* 
LP ener eee! 


- Ae OO FURL ORS COMMEMF CU oN 


reading a new Listerine campaign. 
Do you think they’ll establish 
catachresis like halitosis? 
John L. Briggs Jr., 
Assistant Manager, Coordina- 
tion-Advertising, Metropoli- 
tan Life Insurance Co., New 
York. 


To Warn Advertisers About 
‘Invoice-Advertising Rackets’ 

To the Editor: Please quote me} 
a price on 600 reprints of your Nov. | 
4 lead editorial “Invoice-Adver- | 
tising Rackets.” 

Because I know advertisements 
from our publication have been 
used to-solicit space in “publica- 
tions” [with deceptively similar 
names], I plan to send a copy of 
your editorial to each of our 476 
current advertisers, in further 
warning against payment of these 
or any similar invoices. 

The VU. S. Post Office Depart- 
ment and the Better Business Bu- 
reau report long-active files on 
these racketeers, but I am con- 
vinced the wastebasket treatment 
you recommend is the only way to 
stop them. 


Meanwhile, please keep up the 


Rushing the Rushes to Hollywood 


via Air EXpress with extra-fast door-to-door delivery! 


From real-life locations . . . in a ghost town or coastal 
cafe...a producer speeds his exposed film to Holly- 
wood for processing every day. Are the “rushes” ready 
to be exhibited? Or are expensive re-takes to be made? 
The answers must be known without loss of time — 
or precious film. Result ... top producers give four-star 
rating to Air EXpress, the only complete door-to-door 
air shipping service to thousands of cities and towns! 


If saving time means saving important money in your 
business too, then Air EXpress is also your answer. For 
Air EXpress expedites your shipping operations — 
safely. It gives you speed in the air, speed door-to-door, 
plus a signed receipt at both ends. It gives you overnight 
delivery, with 10,212 daily flights on America’s sched- 
uled airlines, 13,500 trucks (many radio controlled), a 


nationwide private wire system, a personnel of 42,000. 
Yet Air EXpress is inexpensive; for instance, a 15 
lb. shipment from Reno to Hollywood costs only $3.71 
with Air EXpress — $1.94 less than any other complete 
air shipping method. Explore all the facts. Call Air 


EXpress. 


Ly 
AUR FERESE 


GETS THERE FIRST via U. S. SCHEDULED AIRLINES 


CALL AIR EXPRESS...division of RAILWAY EXPRESS AGENCY 
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"Purchasing Week’ Will Issue |tive Nov. 25. The station, which 
Progress Report Dec. 15 formerly was called WJHP, replac- 
Purchasing Week, new McGraw- = WPD@ as the ABC outlet in 
. eA : : Jacksenvillee WHHM, Memphis, 
Hill publication which will bow t " ind dent stati 
Jan. 6, will issue a pre-publication ty G2 Wetec: Se, 
progress report Dec. 15 to all paid |also has affiliated with ABC Radio. 
subscribers as well as potential | tine, enon get Be 
subscribers on the list to receive P . 4 d : 
the first issue of 25,000. Pawtucket, R. I., oS a 
Picowty bk beled t id t |station, will affiliate with ABC 
_— © avoid confu-| Radio Dec. 2. The Providence- 
sion with the two pilot issues al-|p k f at E 
ready published, the pre-publica- | in ry. saa WRAN. venais 
tion progress report will contain |“ y orang ; 
a statement on Purchasing Week’s 
place in the publishing picture, 
data on editorial staff members | th 
and on articles anticipated in fu-|Lee-Stockman Agency, has joined 
ture issues. Also included will be| Williams Advertising, New York, 
small reproductions of advertise- | aS a vp and member of the agen- 
ments that will appear in forth-|¢y’s plans board. 


coming January issues. 
Grant Ltd. Moves Office 
Three Join ABC Radio Grant Advertising (of Canada) 
WZOK, Jacksonville, Fla., has|Ltd., Toronto, has moved to larger 
affiliated with ABC Radio, effec-| quarters at 103 Church St. 


‘Stanley Carr to Williams 
Stanley Carr, formerly with the 


is 
the 
word 


from 


Revere 


: 
“= | 


‘. 


v 
\ 


And may a bit of his spirit of kindly good cheer 


be engraved in all hearts throughout the New Year. 
SEASON'S BEST WISHES 


REVERE 
PHOTO ENGRAVING CO. 


712 South Federal Street, Chicago & 
WAbash 2-8816 


Qvanty Since 1006 


int Gene o Ores, 
Prseceigns Oe 


PLUS IVORY—Soap buying and car- 
pet buying aren’t comparable, this 
Philadelphia Carpet ad emphasizes. 


Reciprocity Deal 
Set by Hollywood, 
N.Y. Talent Reps 


New York, Nov. 27—Two tal- 
ent representative companies have 
worked out a kind of east-west tv 
commercial casting service to ac- 
commodate New York and Los An- 
geles admen. 

The collaborating companies 
are Charles B. Tranum Inc., of 
New York, and Flaire Agency, of 
Hollywood. They now say they 
will make it possible for a New 
York agency man to order a fath- 
erly type, a young blond house- | 
wife or a teen ager for a tv com-| 
mercial assignment in Belly weos | 
before he catches the plane for 
California. 


as if the commercial were to be) 
shot in New York. When the pro- | 
ducer arrives in Hollywood, the 
talent will be ready and waiting 
for his selection and okay. 

The same sort of service is 
|available on a west-to-east basis 
|for Hollywood producers who! 
want to do some filming of com- 
mercials in New York. # 


‘Mass Communications, a 
Statistical Analysis,’ Published 
“Mass Communications: A Sta-| 
tistical Analysis” by Richard E. 
Chapin, has been published by 
Michigan State University Press, 
East Lansing. Each medium in the} 
industry—newspapers, magazines, 
books, radio, television, motion 
pictures—is examined statistically 
in the light of 10 basic questions: 
How many consumers are there? 
How much is each medium used? 
What is the cost to the consumer? 
How many producers are there? 
What are the revenues for each 


medium? How many people does 
|the industry employ, etc. Price is 
| $5.75. 


Agricultura — 
las Américas 


on-the-farm circulation . 
best in farming methods. 


The Magazine of Modern 


REACHES THE RICHEST 
FARMERS IN THE WORLD 


The important ranchers and planters of Latin America 


Hundreds of manufacturers—who at one time confined their promotion to U. S. 
farmers—are making big sales in the booming farm markets of Mexico, Central and 
South America. They rely on Agricultura, because it delivers the leading audited 
.. Stresses U. S. products . . . demonstrates the latest and 


WRITE FOR MARKET AND MEDIA FOLDER 


Agricultura de las Americas 


1014 WYANDOTTE ST., 


Farming for Latin America 
KANSAS CITY 5, MO. 


. Sell Selectivity 


The usual call will be given just a 
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“You can bu 


Carpet Maker's 


it almost anywhere” 
Business Paper Ads x 


i 


PHILADELPHIA, Nov. 27—The 
Philadelphia Carpet Co., proud of| § 
its restricted selling policy of al- 
lowing only one or two dealers in 
any one town or city, has worked 
out a campaign in Home Furnish- 
ings Daily and Floor Covering 
Weekly to emphasize this theme to 
dealers by contrasting it with the 
wide distribution of such mass con- 
sumed products as soap, chewing 
gum and soft drinks. 

Irv Shaw, of Shaw & Schreiber, 
the company’s agency, lined up 
eight national advertisers to co- 
operate (not financially) in the 
campaign. 

He told ADVERTISING AGE that to 
date only one large company has 
turned him down. 


Already signed up are Ivory | ground for Coke. They do for car- 


soap, Heinz Foods, Coca-Cola, | ts.” his Philadelphia Car- 
'Wrigley’s gum, New York Times, a po ad — 


Camel cigarets, Pepsodent tooth 
paste and Reader’s Digest. Other | «Good soap merchandising . . . Not 
tie-ins are in the works. | good carpet merchandising.” 

The Ivory soap ad, for example,| Copy declares: “Retailers profit 
is headlined: “Everybody Who from widely distributed soaps. 
Sells Soap Sells Ivory Soap.” |Carpet retailers don’t profit from 

An average business street is| widely distributed carpets, because 
every window. Sub-headline is| around for the lowest price. With 


the ‘Philadelphia’ life, dealers’ 

What happens when carpet profits are protected because retail 

lines are distributed as |distribution is kept clean and lim- 
freely as Heinz Foods ? 


‘ited. This is a policy that doesn’t 
~ 


BUT... 
NOT GOOD FOR THE 


CARPET BUSINESS! 


Fetes don «dap ammund tor (ke They 
dont 


il, we hove me trmute selling ur lien 
ee eee 


wt Aadedoh, 


RPET CO. 


melt away when the heat’s on for 
|'volume because ‘Philadelphia,’ as 
a medium-size mill, doesn’t need 
|a raft of accounts to keep its looms 
‘« busy. Write and learn if there's 
= | room for another ‘Philadelphia’ ac- 
count in your area.” = 


} 
be 


| You REALLY know 

| @ magazine when 
an APR member 

presents the facts! 


atc ae coma 


s ene | me ae ll we | age le 
fo hemp ramming at full speed lew't  guad enim hem te dnp soe line at 
_— ema 


oe have mm bow ee oe ret arm 


. i CARPET co. 


2 Quaity Since 848 


eons | foane 
, has 73 publish presentative 
PLUS HEINZ—It’s not good for the | enatien serving 301 publications 
trade when carpet lines are dis-| Association of 
tributed as freely as Heinz foods, | Publisher's R ives 


according to Philadelphia Carpet | 
Co. in this ad. 


70 East 45 St., New York 17, N. Y. 


ADVERTISE IN. 


ROANOKE? 


No. 13 of a Series 


OCCUPATIONS in Roanoke SPAN a GROW- 
ING VARIETY of industries and businesses 
throughout a 16-county market. 


Roanoke county labor force: A ¥ 
28.5% 
20.8% 
21.0% 
15.4% 
14.3% 


Manufacturing 
Trade 


Transportation and 
Public Utilities 


Services 


Government, Finance, 
ond Other Occupations 


Example: 


A well-balanced, half-billion dollar market you can count 
on — always ready, always willing, always able to buy! 


Result: 


Roanoke—Your key market in western Virginia 


- 


16 counties... 
a completely _- 
dependent market 


is covered exclusively by the 


Roanoke Newspapers Now Offer Spot Color 


in 
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Donnelley Skips 
Ceremony at New 
Direct Mail Plant 


Nevapa, Ia., Nov. 26—Reuben H. 
Donnelley Corp.’s modern direct 
mail plant in this unique town is 
nearing the first anniversary of its 
opening, with no sign of an “open- 
ing” dedication ceremony yet in 
sight. ; 

It isn’t that the company 
wouldn’t like such a ceremony. It 
is eager to pay tribute to this com- 
munity’s contribution to direct 
mail advertising. But “as soon as 
the roof went on” the new build- 
ing last January, three shifts of 
workers moved in, and since then 
the time and space for a fitting 
ceremony have not been available. 

The title of “direct mail capital 
of the world” has been attributed 
to Nevada (the 4,000 residents pro- 
nounce it Ne-vay-da), thanks to 
the Donnelley operation. 

The processing and production 
of direct mail advertising is the 
major industry of this central Iowa 
community, which lies 35 miles 
northeast of Des Moines. More 
than 750 persons are employed 
fulltime in the industry. Another 
500 to 1,000 are engaged on a part- 
time basis. Many in this latter 
group are housewives, who take 
assignments typing names and ad- 
dresses on envelopes in their 
homes. 


® In Nevada, Donnelley has the 
largest commercial mailing list 
available in the U. S. Nevada 
handles more outgoing mail than 
Des Moines, which has a popula- 
tion 45 times larger. Production 
facilities are capable of turning out 
1 billion mailing pieces a year. 

Despite its location in the heart 
of the corn belt, direct mail adver- 
tising has been a major industry in 
Nevada since 1919, when the 
M&F Mailing System began com- 
piling lists of automobile owners. 
Donnelley bought out M&F in 
1922. By this time the local con- 
cern had an auto registration list 
covering most midwestern states 
and employed 225 people for ad- 
dressing envelopes in longhand in 
their homes. 

The list of auto owners has been 
expanded to provide national cov- 
erage, and it is now one of the top- 
ranked commercial lists in the 
U. S. It is not just revised, it is 
completely rebuilt each year, and 
it contains car makes and models 
for some 50,000,000 car owners. A 
similar list contains 5,000,000 truck 
registrations. 


s Donnelley’s national consumer 
list, largest commercial mailing 
list in the country, with some 50,- 
000,000 households, is also located 
in the Nevada office. As a result of 
the rapid pace of construction and 
redevelopment throughout the 
U. S., approximately 1,000,000 new 
addresses are added each year, and 
several hundred thousand are de- 
leted. 

During World War II, lack of 
manpower and the reduced output 
of direct mail ads threatened the 
continued existence of the mail 
center. A. M. Andersen, exec vp 
of Donnelley and a native of Ne- 
vada, secured a contract for the 
manufacture of hair nets, the war 
time “safety snoods” worn by 
women plant workers. Turning out 
20,000,000 of these nets, plus other 
temporary tasks, kept Nevadans 
busy until the direct mail business 
picked up after the war. 


8 The new $1,000,000 plant an- 
swered the need for centralization 
of facilities, which had spread to 
19 locations in and around Neva- 
da. The building is a city block in 
length, encompassing more than 
100,000 sq. ft. of working space. A 
railroad siding at the rear of the 
plant has room for ten mail cars. 


As many as 60 mail cars have been 
dispatched from Nevada for a sin- 
gle campaign. 

With an estimated $1.4 billion 
spent on direct mail advertising 
last year and the industry still 
growing, hopes for a dedication 
ceremony are fading rapidly in 
Nevada. + 


SKF Moves to Basford 

SKF Industries Inc., Philadel- 
phia, manufacturer of anti-fric- 
tion bearings, has appointed G. 
M. Basford Co., New York, to han- 
dle all advertising and public re- 
lations, effective Jan. 1. O. S. Ty- 
son & Co. was the former agency. 


Autopoint Names Fischer 

Wayne A. Fischer has been 
named sales promotion manager 
of Autopoint Co., Chicago, divi- 
sion of the Cory Corp. He pre- 
viously was assistant to the sales 
manager of Autopoint’s retail de- 
partment. 


6th in a series about the Father of Waters... Divider of Markets 


“That settles it, Louis... 
it doesn’t head for the Pacific!” 


True enough, Joliet ... but the Mississippi DOES flow 


Pacific bound. 


TODAY... 


516 ,300! 


516,300 people and 603 million retail 
dollars add up to a giant market!* And 
that’s just exactly what you have on the 
St. Paul side of the mighty Mississippi! 
But you'll miss it almost completely un- 
less your advertising message appears in 
the ONE AND ONLY newspaper offer- 
ing you SATURATION COVERAGE of 


every inch of this big-income, 


spending market 


Dispatch-Pioneeer Press! 


Right up until the 1670's, nobody knew for cer- 
tain just where the Minnesota-born Mississippi River 
went on its winding journey south. Some said the 
Pacific—others said no. But Louis Joliet was one 
of the men who traced its course until the question 
was erased once and for all—the Mississippi wasn’t 


But the course it DOES follow is the one that 
leads it right smack in between the Twin Cities . 
completely separating the two giant markets of St. 
Paul and Minneapolis. 516,300 people live on the 
land o° plenty St. Paul side . . . and they spend 603 
million of their take-home dollars every year on re- 
tail sales. 

But before they turn up at their retailers’ they 
turn to the pages of the ONE AND ONLY news- 
paper to cover every last prosperous corner of this 
market*—the St. Paul Dispatch-Pioneer Press. No 
other newspaper—NOT ONE—can offer more than 
a scattered sprinkling of coverage. 

So there you have it. In order to snare your 
share of the retail dollars in the St. Paul Market* 
you need the Dispatch-Pioneer Press! 


t's a market of 


FAMILY COVERAGE 


(Romsey, Dokota and 
Washington Counties) 


44.9% 


84.7 
73.7 


3.9% 


MPLS. ST. PAUL 
MORNING 
Source: Families, Sales Management 
Survey of Buying Power—5/10/57 


6.5% 


MPLS. ST. PAUL ST. PAUL 

EVENING SUNDAY 
Dispatch-Pioneer Press—A.B.C —3/31/57 
Other T. C. Dailies—A_B.C.—3/31/57 


big- 
Paul 


MPLS 


the St. 


*Ramsey, Dakota and Washington Counties 
Source: May 10, 1957, Sales Management Survey of Buying Power 
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Hertz, American Express 
Form Overseas Operation 
American Express Co. and Hertz 
Corp. have formed a new com- 
pany for worldwide car rental 
service outside the U. S. The new 
company, Hertz American Ex- 
press International Ltd., will be 
jointly owned by both compa- 
nies. The company will take over 


Cunningham Hits 
Paucity of Salesmen 


on Corporate Boards 


New York, Nov. 26—A major 
stumbling block facing salesman- 
ship today is its inability to con- 
vince top management of the im- 
portance of selling, according to 


Hertz subsidiaries in France, 
Mexico, Cuba, Puerto Rico and Ha- 
waii, plus 184 Hertz franchises of 
independent licensees in 229 for- 
eign cities. American Express will | 
make available its network of 405 
offices and facilities. No agency | 
has been named for the new com- 


John P. Cunningham, president of 
Cunningham & Walsh. 
Pointing to one facet of the 


Sales Executives Club of New York 


pany. 


BUILD 
ACCURATE 


With the Only 
Complete Listing 
of Over 3450 


quently reveals a dearth of sales 
executives. 


the president of the company; al- 
RELEASE Business, Farm PRVER + CO et ways the officer in charge of fi- 
LISTS! and Consumer Westinghouse nance; often the vp in charge of 
Magazines THERMOSTAT production; sometimes—too seldom 

—the vp in charge of sales.” 
ae, eee Tn The scarcity of sales executives 


BACONS 


PUBLICITY CHECKER 
6th Annual 


NEW 
au for 1958 


PERMANENT 


* Cooks 


3 


NE OVER 2000 
NUMBERING CHANGED 
p LISTINGS 
New system gives perma- FOR 1958 
nent serial numbers to 6%" x 9%" 
Se reer loons cons. S20 pages | AID BY ASSOCIATION— 


@ EDITOR CODED— Bacon's editor-coded 
system shows exactly what material is used 
by 3453 Business, Farm, and Consumer 
magazines. Pin-points publicity— saves on 
preparation, photos and mailing. Sturdy, 
fabricoid, spiral bound book. 6%" x 9%” 
size, 320 pages. Write for your copy today. 


oo ec a em me ee ee ee 


of Community Public Service Co. 
ad for this series. On the original, 


* Serves 


This new prant-size cooker-fryer fills a real need for the busy housewife 
Here im one utensil a great variety 
golden crisp deep fried foods can be prepared one day and savory 
casserole dishes of tender roasts the next And controtied heat — 
automatically regulated — assures perfect cooking results every ime 
tvaclable in vour chavce of lasting, baked enamel 

decorator colors 


Dimensions: 14° ee aa 11%" high 
ERI oy poy gh le I OE 


“It takes more than a passing glance for the 
reader to realize that the appliance offered in this business mailing 
piece is not a Westinghouse product,” says Jackson Cox, ad manager 


and the pictures of the appliance do not show the product’s trade 
name. 


* Chates * Stews © Warms © Breises on boards of directors is alarming, 
Mr. Cunningham said, in view of 
the opinion of economists that in- 
dustry’s problem is no longer one 
of production but one of consump- 
tion. 

Salesmen must convince man- 
agements of their importance, he 
said, in view of the tremendous 
scope of the future selling job as- 
signed them by the nation’s econ- 
omists. 


of foods can be cooked Delicious 


copper or chrome. ne extra cost 


loverail} « 11% 


49” 


@ Mr. Cunningham said that while 
selling has its work cut out for the 
next decade, much of the ability 
of salesmanship can be stifled by 
ineffective retailing. 

“The horn of plenty isn’t go- 
ing to keep spilling out that stuff. 


of Fort Worth, in nominating the 
“Westinghouse” stands out in red, 


PRICE $18.00 Sent on Approval 

Name Cargill Establishes 

Company Cargo Sales Department 

Address The merchandising activities of 

City State Cargo Carriers Inc., a subsidiary 
Bill: OMe © My Company of Cargill Inc., Minneapolis, have 


been transferred to the parent 
company. 

Ray W. King, formerly with Car- 
go Carriers, will head the new de- 


BACON’S CLIPPING BUREAU 


14 E. Jackson Blvd. Chicago 4, Ilinois 


MECANICA | 
POPULAR 


REVISTA 


gets you to the 
men with the POWER TO BUY! 


46% are presidents, owners, partners 
... 63% own homes... 64% own one 
or more automobiles .. . 72% are 
heads of families .. . 89% are in busi- 
ness or professions . . . 74% have pur- 
chasing authority or influence in com- 
pany business and 82% purchase 
equipment that originates in the U.S.A.! 


POPULAR mecnanics Sadetwalianal EDITIONS 


200 East Ontario * Chicago, Illinois 


! 

| * One of five top-read- 
| ership international edi- 
| _ tions that get you to the 
| men with the power to 
| buy in Latin America, 
| France, Western Ger- 
| many, Sweden, Den- 
|} = mark. 

I 


|Charleston, W. Va., office. 


We've got to make the consumer 
reach in after it—and that means 
better retailing,” he said. 


partment and will have responsi- 
bility for handling sales of mo- 
lasses and molasses products, salt, 


problem, Mr. Cunningham told the | 


that a look at the roster of a com-| 
pany’s board members too fre-| 


“You are likely to find several | 
bankers; several lawyers; a pro-| 
| fessional trustee or two; maybe a/| 
| descendant of the founder; always | 
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Taking a poke at the advertis- 
ing field, Mr. Cunningham re- 
viewed a fault which he pointed 
up at his recent talk before the 
Assn. of National Advertisers— 
“copy-catting” (AA, Nov. 4). 

“Herd thinking, and imitation 
are Madison Ave.’s chief ail- 
ments today,” he said. 

“Take cake mixes. One adver- 
tiser seems to make a great suc- 
cess using a photographic close- 
up of a great succulent slice. 
Pretty soon all the cake mixes are 
vying with one another to see 
| which can get closest to your eye- 
balls. 


| s “And white horses in the house! 
| With men in tuxedos appliqued 
on their haunches. Only one whis- 
ky should have a right to that one 
—and I wish they’d put it back 
on the bottle pretty soon. 

“And the vodka ads! Multitudes 
of marooned men, marooned with 
their glasses in hand, however, 
staring blankly across a stark des- 
ert or sitting on an iceberg or 
caught in a withered tree top. 
Only one vodka has the right to 
this rhythm—the one that started 
a.” & 


6 Gannett Papers Hike Price 
The price of six newspapers in 
the Gannett Group will be in- 
creased from 5¢ to 7¢. Home deliv- 
|ery prices will go from 30¢ to 40¢ 
a week. The price of Sunday edi- 
tions will remain at 20¢. The news- 
papers are the Rochester Demo- 
crat & Chronicle; the Elmira Ad- 
vertiser and the Star-Gazette; the 
Utica Observer-Dispatch and the 
Press and the Ithaca Journal. 


Mercier Joins Dominion Dairies 

Yves Mercier, formerly an az- 
|count executive with Cockfield, 
|Brown & Co., has joined the ad- 
vertising department of Dominion 
Dairies Ltd., Montreal. 


coal, charcoal, fish meal, sugar and 
products other than grain, feed and 


vegetable oil. 


‘Don’t Use Santa in Ads,’ Mass. | 
Liquor Industry Asked 

The Massachusetts state alcohol- | 
ic beverages control commission 
has asked all sections of the in-| 
dustry te refrain from using the | 
name of Santa Claus or St. Nich-| 
olas in Christmas advertising. The 
commission also asked the indus- 
try not to use any references to 
Biblical characters or pictures. It 
was stressed that the patron saint 
always has been associated with 
children. 


Nassif Joins Yezbak Agency 

| John J. Nassif, formerly adver- 
|tising manager of Eastern Sees | 
hound Lines, has joined John Yez- 
|bak & Co., Cleveland, as general 
manager and account executive. | 
|Before Greyhound, Mr. Nassif| 
managed Beaumont & Hohman’s| 


Scare 


proach . 


standing and experience pay off i 
No. 1 in its field. 


Our interracial organization 


gation. 


203 North Wabash Avenue 


| 


Does The Negro Market 


Yes, it’s, different, it's specialized and it needs a cautious ap- 
but it’s also bigger than ever, $17 billion worth of 
business from 17 million customers who can’t be overlooked. 
The Negro market may look like a hard nut to crack, but under- 


chandising and public relations in the Negro market offers a 
forthright, reputable appraisa! of “the problem” with no punches 
pulled. We have no axe to grind, no causes to push except sell- 
ing your product to colored customers. We are outspoken and 
to the point in analyzing and assessing he Negro market as re- 
gards your product and advertising program. 

Based on 15 years in the field, we can offer sound, seasoned 
judgement to weigh a sales program with complete integrity. 
If you want to talk frankly and candidly about Negro buying 
habits, about how you can penetrate in depth America’s most 
brand-conscious market, we invite your inquiry without obli- 


Ben Burns & Associates 


Chicago 1, Illinois 


You? 


in sales that can make a product 


specializing in marketing, mer- 


STate 2-4372 


KANSAS FARMER subscribers OWN 416 


replacement are 178,237 of these units.* 


In Kansas, the REAL farm market is 


KANSAS FARMER COVERS INTENSIVELY 
THE STATE’S 78,601 TOP COMMERCIAL FARMS 
90.3% of all KANSAS FARMER subscribers LIVE ON FARMS.* 


525 Auto- 
motive Units (tractors, trucks, cars). Due for early 


the 


KANSAS FARMER SUBSCRIBER MARKET. 


*Petroleum & Automotive Markets (1957). 


2 en 


Use' 


KANSAS FARMER 


STATE FARM PAPER FOR KANSAS 
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Albert Gans, 85, 
Pioneer Outdoor 
Adman., Is Dead 


New York, Nov. 27—Albert E. 
Gans, 85, a retired vp of Outdoor 
Advertising Inc., died yesterday of 
a heart attack at his home in the 
Hotel Madison. Mr. Gans, one of 
the most spectacularly successful 
salesmen in the outdoor advertis- 
ing medium, retired from active 
business last January. 

Born here, his career in outdoor 
advertising paralled the growth 
of that medium, from its early 
days, when it was used almost ex- 
clusively by theaters, to its cur- 
rent diversified use by national 
advertisers of all kinds. 

Mr. Gans sold William Wrigley 
Jr. his first electric sign in 1910. 
Seven years later, Mr. Gans per- 
suaded Mr. Wrigley to buy what 
was then the largest electric spec- 
tacular in the world. This occupied 
an entire block front between 43rd 
and 44th Sts., in Times Square. It 
displayed peacocks, fountains and 
the Spearmint men doing calis- 
thenics in colored lights. 


® Starting as a salesman with the 
old O. J. Gude Co. in 1904, Mr. 
Gans a few years later became a 
vp and director of the company. 
When the company was merged 
with Poster Advertising Co. in 
1919, he became vp of the new 
Poster-Gude Co. In 1925 Mr. Gans 
joined General Outdoor Advertis- 
ing Co. as a vp and director. He 
joined Outdoor Advertising Inc. 
when it was formed in 1931. # 


JOSEPH M. WHALEN 


PHILADELPHIA, Nov. 27—Joseph 
M. Whalen, 64, a retired newspa- 
per advertising executive, died 
yesterday at his home in Drexel 
Hill, Pa. Mr. Whalen had been 
automotive advertising manager of 
the Philadelphia Daily News from 
1926 to 1930 and held the same post 
with the old Philadelphia Record 
from 1930 until it ceased publica- 
tion in 1947. He was on the adver- 
tising staff of the Catholic Stand- 
ard & Times until his retirement 
early this year. 


MR Specialist Mayer 

Takes $47,500, Bows 
’ 7 

Out of ‘21’ Quiz 

New York, Nov. 26—David May- 
er, president of Market Psycholo- 
gy Inc., ended a nine-week stint 
on “Twenty-One” (NBC-TV) last 
night by retiring with winnings of 
$47,500. 

Mr. Mayer defeated Paul Bain, 
a legal assistant, 11 to 10, and then 
announced that he was quitting 
the game. 

He said he would use the money 
to provide for his son’s education, 
contribute something to his alma 
mater, Harvard, and expand the 
services of his motivation research 
company. 


@ Mr. Mayer also announced today 
that he was incorporating himself 
as David Mayer Consulting Inc. to 
act as a consultant to companies on 
their research problems. This will 
be separate from the market psy- 
chology operation and will not in- 
volve any field interviewing. 

Mr. Mayer told ADVERTISING AGE 
that his participation in the quiz 
program has given his company 
some needed “visibility.” He also 
expressed the hope that his suc- 
cess may have contributed toward 
dispelling the impression held in 
some quarters that motivation re- 
search has little to do with facts. + 


Foss Joins LaRoche as A.E. 

Hugh Hill Foss has joined C. J. 
LaRoche & Co., New York, as an 
account executive. He was former- 
ly a partner in Sheridan & Foss, 
Beverly Hills, Cal. 


Subliminal Ad Is 
Okay if It Sells: 
Grey's Lessler 


(Continued from Page 1) 
program left the impression that 
the show would make an actual 
test of subliminal perception dur- 
ing the special telecast. Sources at 
the station said that such sug- 
gestions as “Empty the ash tray” 
might be used. However, WABD 
decided not to make the experi- 
ment because of the request by the 
National Assn. of Radio & Televi- 
sion Broadcasters that telecasters 
not toy around with the idea until 
it has been given further study— 
and because of the Federal Com- 
munications Commission’s attitude 
toward the device (see story on 
Page 1). 

Mr. Whitman began by giving a 
demonstration of what subliminal 
perception might look like—if you 
could see it. The flashed message 
was “keep breathing.” But he 
went on to explain that the “secret 
pitch” is flashed so fast on the 
screen—for 1/3,000th of a second 
|—-that the viewer can’t consciously 
|see it. A visiting professor was in- 
\terviewed to explain the technicali- 
| ties of what happens in the mind. 
He noted that the theory is “old 
hat in the field of psychology,” 
dating back to the 1890s. 


® Sharpest criticism of subliminal 
advertising came from novelist 
David Karp, who termed the whole 
idea of manipulating human minds 
and lives without the subject be- 
ing aware of it “morally reprehen- 
sible.” 

He said there is a great deal of 
difference in the ordinary com- 
mercials, in which the free will to 
resist can be exercised, and the 
“secret pitch.” He said such a tech- 
nique conceivably could be used 
to unleash the element of evil 
which exists to some extent in all 
people. 

Mr. Whitman told his tv audi- 
ence that James M. Vicary, whom 
he described as the inventor of 
the new advertising technique, and 
the president of Subliminal Pro- 
jection [Francis C. Thayer] had 
been invited to appear on the pro- 
gram and declined. Mr. Whitman 
said a spokesman for Subliminal 
Projection said the “storm is blow- 
ing too hot and too loud” already. 

“Whether this storm will blow 
subliminal projection off the scene 
or onto the tv screen is for you to 
decide,” Mr. Whitman told view- 
ers. # 


Lever Elevates Spears, 
McDonald in Food Division 

Lever Bros. Co., New York, has 
elevated Robert G. Spears to a po- 
sition of senior staff responsibility 
for the company’s food division. 
Marketing vp of the food division 
since 1953, Mr. Spears is succeed- 
ed as head of the division by Rob- 
ert McDonald, who has been ap- 
pointed general manager. Mer- 
chandising manager of the division 
since 1950, Mr. McDonald wiil now 
direct marketing of Lever’s Impe- 
rial and Good Luck margarines, 
Spry and Lucky Whip. 


Fairless Will Receive NBP’s 
Silver Quill Award Jan. 30 
Benjamin F. Fairless, longtime 
head of U.S. Steel Corp. and now 
president of American Iron & Steel 
Institute, has been named to re- 
ceive National Business Publica- 
tions’ 1957 Silver Quill award. 
Vice-president Richard M. Nixon 
will make the presentation at 
NBP’s annual State of the Nation 
dinner, to be held Jan. 30 in the 


Hotel, Washington. 


“All a matter of scents’ 


It's a matter of good sense 


to give her Black Satin perfume. 


To guaranter your deam hunting oF fishing trip. 
cut owt this sftidavit and wrap tt with your bottle of 
Black Satin Perfume 

(PS. Dow't forget to make her sign tt) 


Available at B Altman & Co. (New York) 
Burdine « (Miami). Marshall Fleid & Co (Chicage) 
Bullocks (!os Angeles) and fine cosmetk counters 
every where 

$6.00, $12.00, $20 00 plus tax 


“sophisticated... languorous 


ays AFFIDAVIT 


Darling, you're wonderful. I just lowe my 
Block Setin Perfume Yes, darling, | want 
you to ge hunting and fishing No. | won't 
say 4 word As long as you gave me Black 
Satin it's all right. Do have » nice trip, darling. 


PREVENTIVE PER- 
FUME — Because 
65% of all per- 
fume is bought 
by men, Angel- 
ique Inc. is run- 
ning this b&w 
page in the De- 
cember Field & 
Stream. The copy 
includes an “af- 
fidavit” to insure 
a criticism-free 
hunting trip to 
the sportsman 
who buys his wife 
Black Satin per- 
fume. Berming- 
ham, Castleman 


mellow... 
Hanren’s Bazasa 


— 6 Pierce, New 


THE WORLD'S MOST TALKED ABOUT PERFUMES York, is the agen- 


cy. 


Subliminal Ads Wash 


defended here yesterday by two 
men who said they have invented 


vice. 
“There have been many emo- 


Moore, president of Precon Process 
& Equipment Co., in a talk before 


ican Marketing Assn. 

“A certain amount of panic 
seems apparent,” he said. “Sublim- 
inal perception has been made a 
bogey-man. The technique has 
even been branded ‘brainwashing’ 
by some. Any qualified psycholo- 
gist will tell you that brainwash- 
ing is a long and difficult task, and 
can be accomplished only with a 
truly captive audience.” 


® The pre-conscious mind of an 
observer is actively monitoring and 
evaluating subliminal material and 
is responding to this material in 
terms of his ordinary likes and 
dislikes, even though he is not 
consciously able to report “seeing” 
the material presented, Mr. Moore 
said. 

“There are even very simple 
ways for the individual to bring 
the subliminal message of one of 
our Precon devices to a visible 
level of awareness,” Mr. Moore 
said. “An individual can do this 
by merely moving his hand up and 
down before his eyes while peer- 
ing through his extended fingers, 
and can immediately see the sub- 
liminal material. 

“We are well aware of the social 
implications of Precon’s use and 
the need for its use by responsible 
parties. However, its potential use 
in education, therapy and ethical 
forms of advertising stamps it as 
one of the most important com- 
munication developments of the 
century,” Mr. Moore said. 


® The subliminal point of sale de- 
vice demonstrated at the meeting 
was a 20x15” rectangular box con- 
taining a transparent screen with a 
light behind it. The screen showed 
a girl in a swimming pool with e 
man standing nearby, gazing at 
her. 

Mr. Moore told ApvERTISING AGE 
that the device is similar to a mag- 
ic lantern. He said both the swim- 
ming pool scene and the sublimi- 
nal messages were “flickered” on 


the screen, but were “interweaved” 


new ballroom of the Sheraton-Park | in such a fashion that the sublimi- 


nal message could not be detected 


the New Orleans chapter of Amer- | 


No Brains, Declare 


Moore, Becker, Developers of Precon Device 


New OrvEans, Nov. 27—Sublim-|by the naked eye. 
inal perception in advertising was | 


He would describe the sublimi- 


|nal apparatus only as an “electron- 
|ic device” and added that his com- 
a new subliminal point of sale de- | pany has applied for patents on it. 


(The Precon invention can be 


|used in outdoor advertising, either 
tional outbursts in the press and /|by flashing the message from be- 
from well meaning but poorly in- | hind a transparent sign board, or 
formed individuals,” said H. Brown | flashing the message onto the sur- 
|face of the board from a device 


installed in front of it, he said.) 


® H. C. Becker, professor of ex- 
perimental neurology at Tulane 
University and co-developer of 
Precon, told the meeting that “rig- 
orous, controlled experimentation 
with groups of individuals demon- 
strated that people do retain, or 
learn, subliminally presented in- 
formation.” 

He went on to say that the ex- 
periments “have further demon- 
strated that the appeal of certain 
motion pictures can be enhanced 
by the simultaneous presentation 
of pleasing subliminal material.” 

The Precon process, he said, pro- 
vides an efficient method for es- 
tablishing a positive acceptance of 
an advertiser’s appeal. And, he 
said, it offers a non-irritating way 
of imprinting a brand name or 
sales message on the pre-conscious 
mind. 

“Much like regular advertising, 
subliminal messages must be pre- 
sented in appealing and entertain- 
ing vehicles or they lose their posi- 
tive effectiveness,” Mr. Becker 
said. “This, in effect, is another 
‘built-in’ safeguard for those who 
are still concerned about possible 
misuse of subliminal perception.” 


® He added that his company has 
received a number of specific in- 
quiries from legitimate advertis- 
ers, both in and outside the U.S. 
“It is our belief, and theirs, that 
the Precon process is uniquely 
suited to the complex problems of 
today’s advertising,” he said. 

“Furthermore, we are currently 
designing collaborative studies 
with neurophysiological groups and 
practicing psychiatrists, interested 
in therapeutic applications. Do we 
sound like a group of irresponsible 
quacks? I hope not.” # 


U.S. Fiber Appoints Rufta 

U. S. Fiber & Plastics Corp., 
Stirling, N. J., maker of family 
pools, rigid wall pools and inflat- 
able water toys, has appointed 


Gregory Ruffa Advertising, Plain- | 


field, N. J., to handle its advertis- 
ing. The former agency was Riedl 
& Freede, Paterson, N. J. 
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FCC Is Peering 
Into Subliminal 


Picture on TV 


(Continued from Page 1) 
ance that the public welfare is in 
no immediate danger while the 
commission gathers information 
which can be used in determining 
whether federal intervention is 
necessary. 

The commission’s public state- 
ment today comes in the wake of 
continued pressure from members 
of Congress who fear subliminal 
communication will be used for 
political as well as commercial pur- 
poses. The statement does not indi- 
cate when the commission expects 
to be in a position to determine 
whether it wants to try to regulate 
the newly developed sales tech- 
nique. 


® Earlier in the week, in a letter to 
Sen. Charles Potter (R., Mich.), 
FCC Chairman John Doerfer re- 
ported FCC feels it has ample au- 
thority to prevent stations from us- 
ing subliminal techniques if this 
becomes necessary. He pointed out 
that stations are required to identi- 
fy all paid announcements at the 
time they are broadcast. ““Undoubt- 
edly,” he said, “Section 317 would 
prohibit broadcasters from subject- 
ing audiences to messages received 
from undisclosed sources.” 

When members of Congress first 
began protesting the possible use 
of subliminal perception, some FCC 
staff members began passing the 
word that messages could not be 
synchronized with the speed of the 
tv picture. In its announcement to- 
day, FCC reported one station 
(WTWO, Bangor, Me.) experi- 
mented with the transmission 
of public service announcements 
“with negative results.” 


® The commission reported that 
one of the two companies promot- 
ing the subliminal technique has 
promised to conduct a closed cir- 
cuit demonstration. Meanwhile, it 
assured the commission there has 
been no demonstration by it to a 
tv station. 

In its statement FCC said 
NARTB has cautioned subscribers 
to the tv code against using sub- 
liminal communication without 
consulting code authorities, and 
major networks have assured the 
commission they are not using it. 

Noting deep concern which has 
been expressed by the public, FCC 
said the caution exercised by 
NARTB and the industry indicates 
“this concern has a firm basis.” 
Meanwhile, while studies are under 
way to determine what steps, if 
any, the commission should take, 
“the posture of the problem is such 
that the public interest is not in 
immediate danger of being ad- 
versely affected,” FCC said. 


= Sen. Potter said that as senior 
Republican on the subcommittee 
on communications of the Senate 
commerce committee he felt com- 
pelled to warn FCC that he is dis- 
turbed by the implications of sub- 
liminal communication. 

If it is highly persuasive, he said, 
“The viewer may find himself 
making a purchase without even 
knowing why. 

“This persuasiveness raises seri- 
ous ethical questions. The possibili- 
ties are certainly unfair to a view- 
er who isn’t even given a chance 
to exercise sales resistance,” he 
said. # 


Hollingbery Adds KFIV 

George P. Hollingbery Co., San 
Francisco, has been named to rep- 
resent KFIV, Modesto, Cal., radio 
station which has become a mem- 


| ber of the A-Buy Group of Caiifor- 
| nia. 
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THE ADVERTISING MARKET PLACE 


Rates: $1.25 per line, minimum charge $5.00. Cash with order. Figure all cap 
lines (maximum—two) 30 letters and spaces per line; upper & lower case 40 
per line. Add two lines for box number. Closing deadline: Copy in written form 
in Chicago office no later than noon, Wednesday 5 days preceding publication 
date. Display classified takes card rate of $17.75 per column inch, and card 


discounts, size and frequency apply. 


AVERAGE PAID CIRCULATION FOR 


6 MONTHS ENDING JUNE 30, 1957 


HELP WANTED 
LES NAG - . e 
Progressive northern New England mfr. 
& distributor of exclusive items offers 
experienced Salesman or Executive out- 
standing opportunity. Outline qualifica- 
tions and salary in confidence to 
Box 1067, ADVERTISING AGE 
480 Lexington Ave., New York 17, N. Y. 


MOLENE 
BUCS oe Public Relations 
COpywriters nce, Advtg Managers 
Artists Media ...... Production ..... Service 


“All is grist which comes to our mill” 
Andover 3-4424, 105 W. Adams St., Chgo 3 


39,430 


POSITIONS WANTED 
THERE MUST BE 
AN AGENCY SOMEWHERE... 
looking for young (26) adman with news- 
paper and TV Sales Exp. Col. Grad, Vet. 
Married, Hard worker and ready for any- 
thing! Resume on request. 
Box 1057, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 
MARKETING MANAGER SEEKS MORE 
CHALLENGING RESPONSIBILITIES 
Self-starter fully capable of initiating and 
directing complete marketing program. 
At present in N.Y. with leading national 
c pany as Product Manager in charge 


CREATIVE COPY WRITER needed by 
medium size industrial agency in North- 
western Ohio. Wonderful opportunity for 
experienced man to work into key posi- 
tion of growing operation. Salary think- 
ing $7000. Send resume and photo to 

Box 1068, ADVERTISING AGE 

200 E. Illinois St., Chicago 11, Illinois 
COPY - CONTACT MAN 

Small Southern Conn. agency looking for 
creative, experienced man to share work, 
problems and profit. Ownership possi- 
bilities. Must be willing to settle in area, 
be heavy on copy, between 30-50. Write 
setting up eve. or Sat. meeting. 

Box 1069, ADVERTISING AGE 
480 Lexington Ave., New York 17, N. Y. 


of sales, planning, advertising, sales pro- 
motion and merchandising. Solid back- 
ground as top-notch salesman, sales 
manager and executive staff member. Ex- 
perienced administrator. Excellent speak- 
er. Age: a perfect 36, married. Will re- 
locate. 
Box 1072, ADVERTISING AGE 
480 Lexington Ave., New York 17 .N. Y. 
AVAILABLE 1 MAN ADVTG. DEPT. 

Printing Expeditor, Copy Writer, Artist, 
Direct Mail Specialist. Chicago, West or 
Northwest Suburban Locale pref. A. J. 
Anthony-Chgo., Tu 9-0360 

Young man. 2'2 yrs. intensive market- 
ing & advertising experience with lead- 


ADVERTISING & PUBLISHING 
FOR ALL TYPES OF PLACEMENTS 
GEORGE WILLIAMS - PLACEMENTS 
209 So. State St. HA 7-1991 Chicago 
MALE COPY WRITER. Experienced in 
trade and consumer, collateral brochures 
and point of purchase. Growing suburban 
agency. Libertyville 2-4400. Libertyville, 

Illinois 


ARTIST - COMMERCIAL 
Experienced all-around commercial artist 
with air brush ability. AAA-1 midwest 
firm. 

Box 1070, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 
EXECUTIVE & CLERICAL 
EXPERIENCED & TRAINEE 
Publishers Employment 
469 E. Ohio St., Chgo. Su 7-2255 
SALESMAN WANTED 
Excellent sales opportunity available with 
leading folding carton manufacturer. 
Thorough knowledge of lithography and 
familiarity with New York area essential. 
Resumes should be sent to 
Box 1071, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 


SENIOR COPYWRITER $12,000 
Agency background in housewares or re- 
lated products necessary. Must have 
history in all print media, including col- 
laterals. Come me in confidence. 


. PYLKAS 
Executive Advertising Consultant 


CADILLAC ASSOCIATES, INC. 
220 S. State St. *« Chicago * WA 2-4800 


eet chy ond 
They're now, 


ing t I manufacturer. Desires relo- 
cation in N. Y¥. area. 


Box 1073, ADVERTISING AGE 
200 E. Ilinois St., Chicago 11, Ilinois 
20 YEARS RETAIL SALES PROMOTION 
EXPERIENCE AVAILABLE FEB. 1 
Move more goods via dept. store promo- 
tion techniques. Over 20 years with lead- 
ing stores. 
Box 1074, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 
CREATIVE ART DIRECTOR 
Have drawing board will travel. Wife 
agrees. Would prefer smaller organization 
where supervisory ability as well as art 
direction is important. Available now. 
eed good living wage but willing to 
sacrifice present income for solid future 
to be earned. Interested? 
Box 1075, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 
TEN YEARS - WRITING, EDITING... 
photgpy, community and employe rela- 
tions. Familiar all media. Creative, good 
organizer. College grad. 35 Want position 
with future. West Coast Co. or PR agen- 
cy preferred. 
Box 1076, ADVERTISING AGE 
480 Lexington Ave, New York 17, N. Y. 
SPACE SALES - AD MGR. 
Top flight sales & managerial back- 
ground. Experienced in consumer & busi- 
ness magazines. Bs 


Box 1078, ADVERTISING AGE 
480 Lexington Ave, New York 17, N. Y. 


Our 46th Year 


COPY, FOODS $22,500-25M 
AE., COSMETICS. Solid in 
marketing, merchandising $i6éM 
INDUSTRIAL A.E. to $13M 
PUBLIC RELATIONS. 
Agency experience. $10-11M 
LAYOUT ARTIST. Agency. 
Some finish. Small city. $8-9M 
RESEARCH WOMAN. Agency 
Experience with copy testing. $7-7500 
~~ r 
GLADER CORPORATION 
Don Harris, Dir. Adv. Div. 
110 8. Dearborn CE-6-5353 Chicago 


ing work . . ready to take 


for consultation. Address 


ADVERTISING EXECUTIVE WANTED 


Financially sound, well-established Chicago Agency 
has position open for an account executive, carrying 
with it an unusual opportunity for growth in agency 


management. If you are capable of doing more sell- 


. . but your present situation ties you down with too 
much detail work . . then this is the opportunity 
you've been looking for. Our staff of more than 20 
people know about this ad and are ready to back 
you up, leave you free for selling and administrative 
work. Age? Somewhere around 45 or under. Send 


photo, brief résumé and state time you are available 


200 E. Illinois St., Chicago 11, Illinois. 


a crack at bigger accounts 


Box 835, Advertising Age, 


REPRESENTATIVES WANTED 
COLOR PRINTS 
Catalogue Sheets - $.25 ea. in 1 m lots 
As low as $.02 in 100 m lots 
FAST SERVICE on Color Posteards 

SKOKIE COLORGRAPH, INC. Morton 
Grove, Til. ORchard 4-7400 Representa- 
tives Wanted. 


REPRESENTATIVES AVAILABLE 
PUBLISHERS REPRESENTATIVE 
AVAILABLE 


Furnishes successful market and layout 
presentations for large and small ac- 
counts. Has exceptionally 
years selling record in a highly competi- 
tive trade journal field. Travels 7 mid- 
west states out of Chicago. Anxious to 
represent an additional magazine. College 
grad.—under 40. 
Box 1062, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 


BUSINESS OPPORTUNITIES 


PROFITABLE MERGER OPPORTUNITY 
FOR SMALL AGENCY 
You can reduce overhead, increase profit 
by joining this highly regarded, well- 
financed 4A agency. Excellent facilities, 
talent and teamwork. Michigan Blvd. lo- 
cation. 
Box 1077, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 


MISCELLANEOUS 


STUDIO OLD TOWN 3 RM. 
Wédbrng. firepl.; mod. bath. kit. 
Chgo. Whitehall 4-8846 


patio. 


TO A MANAGEMENT 
Seeking MARKETING RESULTS 


The position | seek on your manage- 
ment team may not be “open”—may 
not even exist at present on your or- 
ganization chart. But if you would like 
to centralize marketing leadership; to 
approach markets soundly and match 
product lines against them; make your 
advertising measurably effective; tie 
your sales efforts, advertising and P. 
motion so closely together that things 
happen as a result, then | would ap- 
preciate an interview. Late 40’s. Ma- 
ture enough to use the tools of mar- 
keting soundly; young enough to be 
aggressive. Fine background includes 
10 years’ association with one of 
country’s leading industrial and con- 
sumer products manufacturers, twelve 
te with top-flight agency. Salary 

30,000+-. Address, in complete 
confidence, Box 834, Advertising Age, 
200 E. Illinois St., Chicago 11, Iilinois. 


successful 5) 


Memo to 
Chicago Employers 


We have a number of highly 
qualified ADVERTISING MAN- 
AGERS, COPYWRITERS, AC- 
COUNT EXECUTIVES, SCRIPT 
WRITERS, TV PRODUCERS 
and DIRECTORS and PUBLIC 
RELATIONS MEN registered 
with us. 

Some are men and women with 
top agency, top account expe- 
rience and past earnings run- 
ning to five figures. Some are 
relatively inexperienced with 
college degrees and a burning 
desire to get into advertising, 
radio or TV. 


NO FEES CHARGED 
applicants or 
employers. 
Professional, Sales 


and Clerical Office 


IMinois State Employment Service 
73 W. Washington Street 
Chicago—Financial € 3960 


YOUR CLASSIFIED 
AD HERE WILL 
GET RESULTS 


The Midwest's 
outstanding placement 
service for Adv.- Art & 

allied fields. 

appointment on 
59 E. MADISON « SUITE 1417 
CHICAGO 2, LL, 
CEntral 6-5670 


AD MGR. 
With Bank Experience for Large Eastern 
Agency to act as consultant. Salary to 


For small community newspaper. Chicago 
Salary $5,200 up 

Contact C. J. Reynolds 
WABASH EMPLOYMENT 202 S$. State 
Chicago, Wlinois Phone: WAbash 2-5020 


ADV. OPPORTUNITIES 


MARKET ANALYST ...... $10-$15,000 
Sales Analyst, Food & Drugs, T.V. and 
Radio Res. Also Media Dir. 

MARKET RESEARCH ....... $8-$9,000 
Solid Bkgd. Top level publisher. 
ACCOUNT EXECUTIVE ....... $15,000 
Food Mdsg. Bkgd. Agency Exp. 


COPY GROUP HEAD...... $10-$12,000 
Print, T.V. Exp. Consumer Products. 


COPY CONTACT ............ $8,000 
Agency exp., power tools, motors. 
B. L. CLEM 
Imperial Personnel 


37 S. Wabash Ave., Chicago 3, FR 2-4233 
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Admiral, Muntz Ads 
Give Diagonal Set 
Sizes, FTC Charges 


WASHINGTON, Nov. 26—The Fed- 
eral Trade Commission has is- 
sued complaints charging that 
two tv manufacturers have been 
misrepresenting the size of the pic- 
ture tubes used in their sets. 

The complaints, both handled 
by FTC’s Chicago office, are 
against Admiral Corp. and Muntz 
TV, both of Chicago. FTC said the 
manufacturers quoted diagonal di- 
mensions rather than horizontal, 
which the commission regards as 
standard in stating tv picture tube 
sizes. 

FTC said Admiral’s ad contained 
a footnote “far removed from the 
figures” stating that the measure- 
ment was diagonal, but the com- 
mission regarded this disclaimer 
as not clear. 

Two years ago FTC obtained a 
consent settlement from Admiral 
in a case charging the company 
misrepresented the size of its 21” 
picture tubes. 

Muntz also has been involved in 
earlier FTC cases. # 


Vendo Boosts Burlington 

Vendo Co., Kansas City, Mo., 
manufacturer of automatic mer- 
chandising equipment, has formed 
a new sales department and named 
J. L. Burlington to head the new 
group. He formerly was dairy 
equipment sales manager. Paul F. 
Selzer, formerly head of the food 
specialties division, has been 
named manager of the new nation- 
al accounts division. 


Fine, Fast, Fairly Priced Photography 


pics 


photographers 


DEARBORN 2-1062 


187 NW. LASALLE, CHICAGO = HLLINOIS. 
PUBLICITY COMMERCIAL 
CONVENTION INDUSTRIAL 


EXCEPTIONAL 
OPPORTUNITY 
ACCOUNT 
EXECUTIVE 


If you are 30 to 40—have 
agency or advertising back- 
ground, here’s your chance 
to build a real future. You 
will serve some present na- 
tional and regional accounts 
who are accustomed to top 
flight service and you will 
develop new business 
throughout Wisconsin and 
Southern Minnesota. This 
fast growing, financially 
sound, nationally recognized 
agency has broad Pension 
and Profit Sharing Plans. 
Compensation commensu- 
rate with ability and experi- 
ence. Opportunity is great 
for the right man to become 
valuable member of ex- 
panding 12 year old agency. 
Write, giving full details of 
experience, references, 
salary requirements. Jeffer- 
son Advertising Agency, 
Inc., 316-318 Exchange 
Bidg., La Crosse, Wis. 


Advertising Manager 


. wanted for multimillion-dollar corporation—leader 
in business and reproduction equipment field. New York 
State. Job requires acquaintance with all phases of ad- 
vertising planning and administration. Salary commen- 
surate with past experience. Liberal vacation policy, 
insurance and other benefits. Unique opportunity for 
aggressive, ambitious young man. Send résumé to Box 
833, ADVERTISING .AGE, 480 Lexington Ave., New 


York 17, N. Y. 


Almost everybody of 


importance in 


advertising and 


marketing reads 


and uses 


The ADVERTISING 
MARKET PLACE 
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No Statistical Basis_ | 
for Cigaret-Cancer 
Tie, Doctor Says 


(Continued from Page 3) 
and Edward Lew of the Metropol- 
itan Life Insurance Co. 


® “Statistical studies often show a| 
tendency to reflect the attitudes of 
their instigators. Numerous etio- 
logic agents, including air pollu- 
tion, have been incriminated. 

“The predominance of the dis- 
ease in males has lent support to| 
the smoking theory,’’ Dr. Rosen- | 
blatt says, “on the assumption that 
men are the heavier smokers. 

“Be that as it may, women have | 
been smoking prodigiously for a 
great many years. If smoking were 
a factor in lung cancer, the ratio 
between male lung cancers and fe- 
male lung cancers should be grad- 
ually decreasing over the years. 
However, although the disease is 
increasing in females, the ratio is 
always predominantly in favor of 
the male, suggesting that the great- 
er susceptibility of the male is 
based on more basic sexual fac- 
tors. 


e “One important factor for the 
increase of lung cancer,” he says, 
“is that it is a disease of older 
age groups. There are more older 
people among us, and hence more 
potential victims of lung cancer. 
The total number of cases is in- 
creasing, but the ratio of increase 
is slowing down except in the older 
age groups. There has been no in- 
crease in the death rate from lung 
cancer in individuals under 40, de- 
spite universal smoking habits dat- 
ing back to early teen years. 

“The prevalence of lung cancer 
is more related to diagnostic facil- 
ities than it is to smoking, air pol- 
lution or other urban factors. No 
matter how remote the community, 
the establishment of a diagnostic 
center inevitably results in a great- 
er incidence of lung cancer.” # 


DR. LITTLE HITS FEAR 
ROUSING ON SMOKING 

New York, Nov. 26—The ques- 
tion of tobacco’s innocence or guilt 
in affecting human health needs 
“unhampered research” and thor- 
ough study and less “fear-arous- 
ing statement and headlines,” Dr. 
Clarence Cook Little, scientific di- 
rector of the Tobacco Industry Re- 
search Committee, says in an arti- 
cle in the current issue of the 
Atlantic. 

Though some persons believe 
tobacco smoke contains cancer- 
causing substances, Dr. Little says, 
the existence of such an agent 
“has not been and cannot be 
proved by statistical associations 
or by painting the skin of mice 
of certain specific strains with 
highly concentrated extracts of to- 
bacco smoke. . .” 


® Dr. Little notes that “statistical 
evidence in support of the cigaret 
theory has not been accepted as 
proof of generalized conclusions 
about smoking by a number of dis- 
tinguished statisticians.” 

Noting that “the public has been 
heavily propagandized along one 
definite theory of causation by 
those convinced of one level of 
information,” Dr. Little says, 
“some of us demand a different 
order and level of knowledge be- 
fore we accept causation or con- 
done presentation of conclusions to 
the public.” + 


Ullman Joins Investment House 

Paul Ullman Jr., vp and treasur- 
er of Hirsch, Tamm & Ullman Ad- 
vertising Agency, St. Louis, will 
join the St. Louis investment com- 
pany of A. G. Edwards & Sons Jan. 
1 as executive director and super- 
visor of Edwards’ 12 branch offices. 
He will continue as a director of 


‘JOURNAL’ JUBILEE—Ladies’ Home Journal, founded in 
December, 1883, is getting set to mark its 75th year. 
This trio of 1909 ads shows typical copy of advertis- 
ers still using the Journal. Earliest advertisers in- 


Niadvom, sttte Mialad waver pote Bost AM ah ems promk ote Ven € 
hrmpodieted tessms. Vex thee ready dembed dinky mmars leon te chase thaw ae 500 


«Man Camp Packing Company," Indianapolis, indiana | 


yg ee at 


COLGATE’S 


TALC COLEO DENTAL 
POWDER SOAP CREAM 


cluded Procter & Gamble, Scott Paper, Singer Sew- 
ing Machine and Oneida Ltd., all of which appeared 
in 1884 issues. The magazine had 25,000 circulation 
in its first year and 5,448,570 this year. 


the ad agency. 


Ads Helped Farmer Get Bigger Share 
of Consumer Dollar, Government Says 


(Continued from Page 2) 

a feature of the Agriculture De- 
partment’s annual outlook confer- 
ence. He also reported that the 
market development branch is un- 
dertaking a series of studies to 
evaluate the benefits that result 
from cooperative promotion of in- 
dividual farm products. 

During the outlook conference, 
other experts from the department 
reported that continued prosperity 
in 1958 will depend on an increase 
in consumer expenditures for auto- 
mobiles, housing and big ticket ap- 
pliances. 

The department’s top economic 
analyst, Nathan Koffsky, said in- 
creased consumer spending next 
year should be more than enough 
to offset reductions in other seg- 
ments of the economy, particularly 
the cutback in investment by in- 
dustry in plant and equipment. 


# He and other economists esti- 
mated that a substantial increase 
in residential construction will 
emerge after mid-year, and that it 
will create a broad new market for 
appliances, furniture and other 
durables. Experts said they expect- 
ed total housing starts will number 
more than 1,100,000 next year, 
compared with less than 1,000,000 
in 1957. 

Forecasters were also optimistic 
about the prospects of the automo- 
bile industry, pointing out that 
three years have passed since the 
industry’s record sales year of 1955. 

In his discussion of producer and 
distributor-sponsored food adver- 
tising, Mr. Welsh said there is no 
precise information on the extent 
of this advertising, or the impact. 


es “Whether farmers want it or 
not,” he said, “they are participat- 
ing on a large scale in the advertis- 
ing venture.” 

“In any case,” he explained, 
“farmers share the advertising cost 
with consumers, whether they par- 
ticipate directly or not. It can be 
shown that a marketing charge, 
under competitive conditions, will 
be shared almost equally through 
increased prices to consumers and 
decreased prices to producers if the 
elasticities of supply and demand 
are approximately equal. 

“If supply is less elastic than 
demand (less responsive to price 
change), more of the charge will 
be borne by farmers. The latter is 
the more typical situation for most 
farm produced commodities. Off- 


setting benefits will depend on the 


extent to which demand can be 
strengthened. Here again knowl- 
edge is very imprecise and in dis- 
cussing the benefits from advertis- 


ing we are reduced to rationalizing 
from limited information.” 


® Turning to advertising tech- 
niques he pointed eut that copy 
preparation in recent years has 
relied increasingly on surveys to 
determine what consumers want, 
what they like and what influences 
their purchasing decisions. “Infor- 
mation of this type provides a 
much sounder basis for selecting 
advertising themes than existed a 
few years ago,” he commented. 
“And I suppose we can say ad- 
vertising is coming more directly 
to the point and is becoming more 
plausible, and even more subtle in 
its persuasiveness, than in the 
past.”# 


N. Y. State Health 
Department Weighs 
Anti-Smoking Push 


BurraLo, Nov. 26—The New 
York state health department is 
considering an educational cam- 
paign to reduce smoking. 

At a meeting of the Roswell 
Park Memorial Institute advisory 
board yesterday, Orton Levin, as- 
sistant health commissioner for 
medical services, said the Ameri- 
can Cancer Society, U.S. Public 
Health Service and other agencies 
have urged “some public measure” 
for reducing cigaret smoking. 

The state health department, he 
said, is weighing the advisability of 
(1) programs for teen agers and 
(2) studies of tobacco addiction to 
help those who want to stop smok- 
ing. # 


Schwed Named Ad VP 

Warren W. Schwed, formerly as- 
sistant to the president of the Hen- 
ney Motor Co., has been named 
vp in charge of sales, advertising 
and distribution of Henney’s Onei- 
da products division, Canastota, 
N.J. The division markets the 
Oneida school bus body. 


GEE! ll try that 


baking powder!” 


Commercials on WGN-TV have 
a way of getting results— because 
WGN-TV programming keeps 
folks wide-awake, interested— 
and watching. For proof, let our 
specialists fill you in on some sur- 
prising WGN-TV case histories 
and diseuss your sales problems. 


Put “GEE!” in your Chicago sales 
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GROCERY LINEAGE 


REPRESENTED BY: Moloney, Regan and Schmitt, Inc. 


ae In selling stationery and office equipment 


any OA office for $5. 


Write today fer yeur ewn OA Sales 
Planning Handbook, the first authoritative, 
census-based study of the office equip- 
ment industry ever made. Available from 


The DEALER (and his salesmen) DETERMINES THE BRAND 


As the recognized authority on office supplies 

and equipment in his community, the dealer is the 
basic influence on brand selection. The dealer — and 
his salesmen — are the people you must sell 

to move your merchandise at the retail level! 


OFFICE APPLIANCES IS THE MAGAZINE THAT SELLS HIM BEST! 


NEW YORK LOS A 


ee 


~Orrice APPLIANCES 
@ 600 W. JACKSON BLVD., CHICAGO 6, ILL. 
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New Ad Tax Threat: 
6% St. Louis Proposal 


(Continued from Page 1) 
proposal, so that we may argue 
against its passage. 

“The advertising club is aware 
of the city’s need for additional 
revenue and will aid in any way it 
can to see that more tax funds are 
made available. We feel, however, 
that the small advertiser—the local 
retailer and manufacturer—will be 
the one most affected by this 
advertising tax,” he said. 


s It was announced originally 
that the proposed tax legislation 
would be submitted to the board 
of aldermen Nov. 29, but this 
meeting was postponed because of 
the Thanksgiving holiday. 

Although the amount of alder- 
manic support for such legislation 
is believed to be small, Mr. Harris 
plans to submit the “package deal” 
tax plan at the next meeting. 


BofA AND AFA URGE 
WAR ON AD TAX PLAN 

New York, Nov. 29—The Bureau 
of Advertising and the Advertis- 
ing Federation of America took up 
their war clubs against the St. 
Louis ad tax proposal. 

Richard L. Jones, BofA board 
chairman, wired Mayor Raymond 
R. Tucker; L. Kaufman, president 
of the St. Louis Chamber of Com- 
merce; and Hugo Autz, president 
of the St. Louis adclub. His mes- 
sage said in part: 

“Any measure that tends to cut 


down the volume of advertising 
used by manufacturers and retail- 
ers seriously impairs the ability of 
these advertisers to maintain their 


it creates new markets, more cus- 
tomers and higher standards of liv- 
ing, has made possible mass pro- 
duction at prices the mass of 
consumers can pay. A tax on ad- 
vertising will, in the long run, have 
to be paid by the consumer and 
the working man, in the form of 


prices and unemployment. 

“The Bureau of Advertising is 
opposed to the tax for another rea- 
son. We of the newspaper business 
have learned to suspect taxes that 
appear to have a punitive intent. 
We feel they represent a distinct 
threat to freedom of the press. A 
newspaper’s ability to serve its 
community depends directly on its 
ability to meet its financial obliga- 
tions.” 


= The Advertising Federation of 
America is urging all of its com- 
pany members to send telegrams 
protesting the St. Louis proposal. 

James Proud, AFA president, 
said telegrams should be sent to 
Mr. Autz, at the Sporting Goods 
Dealer, 2018 Washington Ave., St. 
Louis. Mr. Proud also announced 
that AFA is starting to raise a war 
chest for this anti-tax campaign. 
“Any contributions you may be 
able to stimulate will be appre- 


ciated,” he said. + 


City Must Reply 
to Four Baltimore 
Tax Suits Dec. 17 


(Continued from Page 1) 
17 to answer the four suits, which 
seek an order restraining the mu- 
nicipality from levying the taxes 
as of Jan. 1, and a court declara- 
tion that the advertising tax ordi- 
nances are unconstitutional. 

The administration, meanwhile, 
has drafted a new ordinance to 
make certain that any agreement 
made between now and Jan. 1 for 
the sale of advertising space and 
time used after the beginning of 
the year, when the measures go 
into effect, would still be subject 
to the 4% sales tax on advertisers. 


®s Explaining the necessity for this 
new ordinance introduced to the 
city council, the city solicitor’s of- 
fice said it will impose the 4% tax 
on advertising space and time used 
after Jan. 1 “even though the 
agreement... may have been en- 
tered into prior . . .” to that time. 

At the same time, the A. S. Abell 
Co., publisher of the Sun and op- 
erator of WMAR-TV, and the 
Westinghouse i‘roadcasting Co., 
operator of WJZ-TV, joined the 
Hearst Corp., operator of WBAL 
and WBAL-TYV, and the Baltimore 
News-American division of the 
Hearst Consolidated Publications, 
publisher of the Baltimore News- 
Post and Sunday American, in at- 
tacking the validity of the tax laws 
and seeking an injunction against 
their enforcement. Abell Co. at- 
torneys William D. MacMillan, 
Richard F. Cleveland and James P. 
Garland filed a suit naming the 
mayor, city council and city treas- 
urer as de“endants. 


e In its eight-page bill of com- 
plaint, the Sun charges that the 
tax laws “violate the freedom 
of the plaintiff and others simi- 


larly situated to gather, report, 
disseminate and circulate news and 
opinion by purporting to empower 
the mayor and council of Baltimore 
to control, curtail, coerce and de- 
stroy the freedom, right and ability 
of the plaintiff so to gather, re- 
port, disseminate and circulate 
news and opinion.” 

Other grounds cited were: 

1. That the taxing ordinances un- 
lawfully discriminate against news 
gathering instrumentalities. 

2. That the publication and cir- 
culation of the “Sunpapers” are 
part of a continuous process in 
interstate and foreign commerce. 

3. That the company’s television 
breadcasts are also interstate in 
character. 

4. That the ordinances necessar- 
ily impede the flow of interstate 
commerce, and do not impose taxes 
proportionate to the amount of 
commerce which is intrastate in 
character. 

5. That the taxing measures do 
not take into account competition 
faced by the newspaper and tele- 
vision company with newspapers 
and other media of communication 
not subject to the taxes because 
they are outside the city of Balti- 
more. 

6. That the city is without power 
to impose the tax. 

7. That the ordinances are vague 
and ambiguous, and therefore un- 
enforceable. = 


‘Trattic World’ Boosts Clark 


Service Corp., Washington, and 
western ad manager of Traffic 
World, has been named advertis- 
ing director of Traffic World. Mr. 
Clark, who has been in charge of 
the publication’s West Coast office 
since 1951, will make his head- 
quarters in New York. 


Paper Assn. Elects O’Connor 
Robert E. O’Connor has been ap- 
pointed executive secretary of the 
American Paper & Pulp Assn., 
New York, Formerly assistant ex- 


ecutive secretary, Mr. O’Connor 
;succeeds the late E. W. Tinker, 
who died last August. 


sales volume. Advertising, because | 


curtailed volume of goods, higher | 


Charles B. Clark, vp of Traffic| the agency.” 


Grunsfeld Bard 


ices group at Edward H. Weiss & 


CuIcaGo, Nov. 27—The growing | 
desire of clients for more services 
in marketing analysis and research | 
has triggered a_ significant re- 
organization at Edward H. Weiss 
& Co. 

Under a revised setup, market- 
ing, research and media depart- 
ments will be integrated, without 
losing their identities, under Jack 
Bard, who gets the title of vp of 
marketing services. 

The integrated marketing organ- 
ization is unique among agencies 
of Weiss’s size ($15,000,000), the 
agency feels. “In small agencies, 
the three functions are often in- 
tegrated with regard to responsi- 
bility, because one man may do all 
three,” Mr. Bard said. “But we 
think it is unique to have the 
responsibility and the facilities 
integrated, as we have done.” 

Top personnel under Mr. Bard 
will be Sam Silberman, director 
of marketing; Gary Steiner, di- 
rector of research; Nate Pinsof, 
media manager, and Mary Jane 
Grunsfeld, motivation research 
supervisor. Mr. Bard formerly 
was vp, media; Mr. Silberman was 
director of marketing research; 
Mr. Steiner was a motivation re- 
searcher. The other two retain 
their former titles. 


= Members of the Weiss market- 
ing services group still are feeling 
their way along under the new 
setup, with some kinks yet to be 
straightened out. The integration is 
designed to eliminate duplication 
and help in each department’s 
handling of the over-ali problem 
under attack. 

Equally important, the group 
feels, is that it will also help the 
three departments better integrate 
their work with the entire agency 
effort. 

The new program is the result 
of evolution of agency service, 
according to Mr. Bard. The need to 
place art and copy departments 
under one creative head was real- 
ized years ago in most agencies. 
Now, he said, “demands for 
marketing services have grown, 
because more and more companies 
recognize the close relationship 
| between marketing knowledge and 
|advertising. They are coming to 
| expect an integrated service from 


s On the organization chart, about 
25% of the agency personnel will 
fall under the new marketing 
services group. Most will continue 
their same work. Biggest change 
will probably come in the market- 
ing department, which will drop 
some of its research responsibil- 
ities and aim toward planning ful! 
marketing programs for Weiss cli- 
ents. 

The research department will 
be divided into exploratory re- 
search and ad and product re- 


Steiner 


|search sections. Each staff psychol- | 
|ogist will be given responsibilities 


Advertising Age, December 2, 1957 


Silberman 


Pinsof 
NEW RESEARCH GrouP—Jack Bard, head of the new marketing serv- 


Co., Chicago, describes organiza- 


tional changes to top aides, Sam Silberman, Gary Steiner, Mary 
Jane Grunsfeld and Nate Pinsof. 


E. H. Weiss & Co. Unifies Marketing, Media, 
Product Research; Function Has 25% of Staff 


for instigating and applying re- 
search on several accounts. 

Media research will be given 
increasing attenton in the future, 
Mr. Bard said. Media problems 
and questions on effectiveness are 
becoming more important to ad- 
vertisers and agencies today, he 
said. # 


‘Summit’ Session 
on ARF Magazine 
Study Set Dec. 12 


(Continued from Page 1) 

it clear that he will press at the 
Dec. 12 meeting for a different kind 
of study. He told AA that it is the 
opinion of “nearly all publishers” 
that the ARF study “is not in the 
best interests of the magazine in- 
dustry.” 

As an alternative, he suggested 
a study that would include medi- 
um vs. medium comparisons. The 
ARF study is designed only to cov- 
er the audiences of the 34 top con- 
sumer magazines. 

Apprised of Mr. Carr’s com- 
ments, Al Lehman, managing di- 
rector of ARF, said bitterly: “I 
can’t keep track of Mr. Carr. I 
wouldn’t attempt to.” 

Mr. Lehman went on to say that 
the magazine publishers have 
known about this study for two 
years. He suggested that it was 
somewhat late in the day for them 
to be asking for information about 
it. 


s At yesterday’s meeting announc- 
ing the merger of the Magazine 
Publishers Assn. with the Magazine 
Advertising Bureau, Mr. Carr re- 
ported the formation of a research 
committee. He said that if this com- 
mittee had been in operation earli- 
er it might have been able to ad- 
vise publishers on the merits of the 
ARF study. 

This committee, if it is able to 
start functioning quickly enough, 
may carry the ball for the publish- 
ers in future meetings with the 
ARF. 

Since the ARF annual meeting 
two weeks ago, the campaign for 
the study has been stalemated. Of 
the large publishers, only two— 
Look and Family Circle—have 
backed the ARF. Vernon Myers, 
publisher of Look, told AA this 
week: “We have made a commit- 
ment, and we’ll stick by it.” 

The ARF met last Thursday with 
Curtis Publishing Co. As yet, Cur- 
tis is withholding opinion. The 
Hearst Magazines also are main- 
taining a “no comment” position. 
Reader’s Digest has told ARF that 
it has many reservations and will 
withhold its final judgment until 
after the Dec. 12 meeting. + 


ARF Probes 
Sindlinger; He 
Returns Fire 


(Continued from Page 1) 
ARF in the position of being a com- 
petitor of his. 

“In effect,” he said, “we are in 
the position of being competitors— 
a private enterprise versus a non- 
profit organization. And a non- 
profit competitor is seeking to ap- 
praise a private enterprise.” 

Mr. Sindlinger went on to say 
that his company “has for the past 
year been developing exactly the 
information which the Advertising 
Research Foundation plans to 
spend $800,000 to develop.” 

He further charged that the pro- 
posed ARF study would be out- 
dated by the time it appeared. His 
work shows, he said, that “maga- 
zine activity changes every week.” 
The need today is for a continuous 
study, such as his, he stated. 


s “Had Collier’s known what we 
were measuring a year ago—the 
high readership they were starting 
to achieve—perhaps the publica- 
tion would be alive today,” he said. 

Mr. Sindlinger accused the ARF 
of trying to set itself up as the 
fountainhead of all research. “We 
recognize the outstanding talents 
of the men staffing the technical 
committee,” he said. “We are sure, 
however, that these men with their 
years of experience in the field of 
research would be the last ones to 
claim that the ARF has exclusive 
possession of all research knowl- 
edge and creativity.” 

In explaining his operations at 
the media research directors meet- 
ing, Mr. Sindlinger reported that 
he now has a permanent field force 
of 186 persons who interview daily 
in a random probability sample 
covering 287 U.S. counties. 

The services offered are about 
as broad as a research company 
can get. Sindlinger will measure 
just about anything—product use, 
media audiences, travel activity, 
sports attendance and “talk-about.” 


s For example, he reported: “As 
a matter of interest, last week, dur- 
ing the average day, 22,181,000 
Americans talked about cigarets— 
this represented a decrease in talk- 
about volume of 48% from that 
measured during the period when 
the Reader’s Digest ran its stories.” 

Sindlinger & Co. also found that 
in the week before last “7,236,000 
people smoked Camels during the 
average day.” 

Mr. Sindlinger said: “All of these 
reporting vehicles may appear to 
some of you as a lot of tangents— 
that Sindlinger & Co. is going off 
in all directions. But, gentlemen, 
think about it. Can anyone operate 
in today’s highly competitive world 
without correlated, comparable and 
interlocking information? These 
reports are not tangents—they are 
the interlocking gears in the wheel 
that makes up today’s living, for 
they report things that people are 
doing—people who are exposed to 
your media, to your advertising 
messages, to your persuasion.” + 


| Buffalo Moves Toward 
Trash Container Ads 

The city of Buffalo is preparing 
enabling legislation to permit ad- 
vertising matter on refuse recep- 
tacles on city streets. According to 
the proposal by the Buffalo Sign 
Co., receptacles would be placed at 
various locations at no cost to the 
city. The city’s only obligation 
would be to empty the containers. 

The company would be permit- 
ted to use a percentage of the 
available ad space for paid adver- 
tising and pay the city a percent- 
age of gross receipts. The rest of 
the space would be for city use. 
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North America | 
Companies Puts Bing 
on CBS’ Yule Radio 


New York, Nov. 27—Bing Cros- 
by, who decided not to do a pre- 
Christmas tv show for Shulton and 
Timex, will present a Christmas 
Eve program on CBS Radio. 

For the third successive year, 
this program will be sponsored by 
the Insurance Co. of North Amer- 
ica Companies, through N. W. Ayer 
& Son. The broadcast will feature 
Christmas celebrations from 
around the world. 


Another CBS annual, Lionel 
Barrymore’s presentation of “A 
Christmas Carol,” also will be 


heard again this year. The spon- 
sor: Penick & Ford, through BBDO. 

Beginning Jan. 6, on the same 
network, Peter Lind Hayes and 
Mary Healy will be spotlighted in 
a 10-minute Monday-through-Fri- 
day program. The informal broad- 
cast of talk, music and interviews 
will originate in their home. Their 
sponsor will be A. E. Staley Mfg. 
Co., through Erwin Wasey, Ruth- 
rauff & Ryan. 

The incoming lanes at Columbia 
also include American Home Foods 
(Y&R), Good Housekeeping (Grey 
Advertising) and Hudson Vitamin 
Products Corp. (Pace Advertising). 
The first two advertisers bought 
mainly daytime segments, while 
Hudson signed a nighttime and 
weekend campaign. 

Biggest defection at CBS came 
at the hands of F. W. Woolworth 
Co., which has dropped the “Wool- 
worth Hour,” effective Dec. 29. 


# At NBC Radio, sports and “Mon- 
itor” were the business getters. 
Gillette (Maxon Inc.) came in for 
a couple of its usual post-season 
football games—the Blue-Gray 
contest and the Rose Bowl meet. 

Additions to the “Monitor” line- 
up included Evinrude Motors 
(Cramer-Krasselt), Northwest 
Airlines (Campbell-Mithun), Ster- 
ling Silversmiths Guild (Fuller & 
Smith & Ross), John E. Mitchell 
Co. (Taylor-Norsworthy) and A. 
O. Smith Corp. (Cramer-Krasselt). 
In addition, Kiplinger Washington 
Agency (Albert Frank-Guenther 
Law) has started a 13-weekend 
series for its Changing Times mag- 
azine. 


® Mutual Broadcasting System 
this week was busy completing ar- 
rangements to take over the Don 
Lee network. No money will 
change hands in the transfer of 
the regional network from RKO 
Teleradio Pictures to Mutual. Mu- 
tual says Don Lee will be continued 
as a separate entity; however, Mu- 
tual will assume the annual $250,- 
000 AT&T line costs and the $200,- 
000 yearly program and facilities 
costs of the West Coast network. 

Effective Jan. 1, Mutual will add 
two hours—for a total of 19—to 
its broadcast day, which will end 
at 2 a.m., EST. This extension is 
being made to accommodate west- 
ern stations. 

In the sales department, Mutual 
has sold all available five-minute 
newscasts until the end of the year 
to Lever Bros. for Pepsodent 
(Foote, Cone & Belding) and Dove 
(Ogilvy, Benson & Mather). Ster- 
ling Drug (Compton) and Kent 
(Lennen & Newell) also bought 
short-term campaigns on the net- 
work. # 


Rice Joins O'Mara & Ormsbee 


Frank W. Rice has been named 
Pacific Coast manager in San 
Francisco of O’Mara & Ormsbee 
Inc., newspaper representative, 
succeeding L. H. Brownholtz, who 
will retire. Mr. Rice, who has been 
with the company for nine years, 
previously worked for newspapers 
in Los Angeles and New York. The 
company also has appointed Peter 
C. Edmondson to its San Francisco 


staff. 


Last Minute News Flashes 


Kiwi Appoints Cohen & Aleshire 


New York, Nov. 29—Cohen & Aleshire has been appointed by Kiwi 
Shoe Polish Co. to handle its advertising. Magazines, supplements, 
newspapers, radio and television will be used. Street & Finney is the} 
previous Kiwi agency. | 


Colton Joins NC&K as Pabst Promotes Atkinson | 


Cuicaco, Nov. 29—Harold G. (Doc) Colton, formerly sales manager | 
of Blatz Brewing Co., has joined Norman, Craig & Kummel, where he| 
will be in charge of merchandising on the Pabst account. Simultaneous- 
ly, AA learned that Maurice E. Atkinson, director of sales develop-| 
ment for Pabst, has been made merchandising manager, succeeding O. 
Dean Wittenberg, who resigned last week (AA, Nov. 25). 


Kraft Tests Canned Fruits in England 

Lonpon, Nov. 29—Kraft Foods Co. is introducing a line of canned 
fruits on the British market, with McCann-Erickson handling the 
advertising. This is McCann’s first assignment for Kraft. 


Ralston to Launch $50,000 Dog Chow Contest 


Sr. Louis, Nov. 29—Ralston Purina Co.’s feed division will launch 
a $50,000 contest for Purina Dog Chow in January with commercials 
on “Broken Arrow” (ABC-TV) and pages in Family Weekly, Farm 
Journal, Ladies’ Home Journal, Parade, Progressive Farmer, This Week 
Magazine and independent supplements. Contestants will be required 
to complete a jingle and identify eight famous dogs. Gardner Adver- 
tising Co. is the agency. 


Minwax Moves Account to St. Georges & Keyes 


New York, Nov. 29—Minwax Co., has named St. Georges & Keyes 
as its agency. The account was last handled by French & Preston. 


Gross Named Max Factor U.S. Ad Director 


HoLitywoop, Nov. 29—Nelson Gross has been named director of U.S. 
advertising of Max Factor & Co. Because of illness, Kenneth D. Cald- 
well, Max Factor vp, has relinquished his post as U.S. advertising chief 
but will continue as an ad consultant to Factor as soon as his health 
permits. Last a vp with McCann-Erickson, Chicago, Mr. Gross also 
has been with Batten, Barton, Durstine & Osborn and H. B. Humphrey, 
Alley & Richards, both New York, as an account supervisor. 


Campaign Set for Combat Cold Tablets 


New York, Nov. 29—Combat cold tablets will be introduced the 
week of Jan. 10 in 20 to 25 major markets by Thompson Medical Co. 
with full and quarter-page newspaper ads headlined “Amazing over- 
night relief.”” Window displays, streamers and other point of sale mate- 
rial will be part of the promotion. Among introductory markets are 
New York, Chicago, Detroit, Cleveland, Los Angeles, San Francisco, 
Cincinnati, Pittsburgh and Philadelphia. Benaul Associates is the 
Thompson agency. 


‘Life’ Plans to Refute Summerfield Statements 


New York, Nov. 29—Life will run a spread in its pages next week 
to refute Postmaster General Summerfield’s charges that “it costs far 
more to deliver Life than Life pays in postage.” The ad offers a book- 
let highlighting Time Inc.’s testimony on postal matters before Senate 
and House committees. A spokesman for Life said the ad “is not a call 
to action, but reflects concern that Mr. Summerfield’s blatant tactics 
and contradictory statements have confused the public.” 


Chantron Joins D-F-S; Other Late News 


e Thomas Chantron, formerly with Earle Ludgin & Co., has joined 
Dancer-Fitzgerald-Sample, Chicago, as an account executive. He pre- 
viously was in charge of salad oil and institutional advertising at Kraft 
Foods Co. until he joined Ludgin in August, 1956. 


e Edward C. Stern has been named advertising and promotion man- 
ager of Futorian-Stratford Furniture Co., Chicago, effective Dec. 2, 
succeeding Urania P. Damofle. Mr. Stern, whose appointment is the 
first in an expansion of the company’s promotion department, former- 


ly was ad manager of Royal Metal Mfg. Co., Chicago, commercial metal | ' 


furniture manufacturer. Robert W. Runge, marketing director, shortly 
is expected to name an advertising production manager and a sales 
promotion manager. 


e Sun Oil Co., Philadelphia, now “severely reappraising” its relation- 
ship with Erwin Wasey, Ruthrauff & Ryan, expects to make an agency 
decision in ten days. Sun also has interviewed Ted Bates & Co., Ken- 
yon & Eckhardt and Gray & Rogers about its $3,000,000 account. 


e McCarty Co., which earlier this week established offices in Spokane 
by merging with Devine & Brassard (see story on Page 51), has 
merged with Ryder & Ohleyer, San Francisco, effective Jan. 2. Ross 
H. Ryder, president of Ryder & Ohleyer, will become vp and creative 
director of the McCarty organization in San Francisco. R&O accounts 
and key personnel also will transfer to McCarty. 


e Allen Reeder, director of the Puerto Rican rum promotion of the 
Commonwealth of Puerto Rico for the past four years, and since July 1 
consultant to Rums of Puerto Rico, has resigned effective Jan. 1. His 
future plans will be announced within the next few weeks. Jose Diaz- 
Hernandez succeeded Mr. Reeder as director of Rums of Puerto Rico 
last July. 


e Marathon Electric Mfg. Corp., Wausau, Wis., manufacturer of motors 
and generators, has appointed Waldie & Briggs, Chicago, to handle its 
advertising. R. C. Breth Inc., Green Bay, Wis., formerly handled the 
account. 


e Sidney J. Weinberg, partner in Goldman, Sachs & Co., will receive 
the Advertising Council’s public service award Dec. 2. The presenta- 
tion coincides with Mr. Weinberg’s 50th anniversary in Wall St. About 
850 advertising men—a record—will turn out to honor Mr. Weinberg 
and to hear Treasury Secretary Robert B. Anderson. 


e Thomas V. Glendon, formerly a copy supervisor at Norman, Craig 
& Kummel, has joined the copy staff of Burke Dowling Adams Inc., 
New York. 


‘Ryan Agency to 
Fold; ATA Shifts 
to Ketchum Shop 


(Continued from Page 1) 
| termined to keep his agency to- 
|gether. But soon afterward three 
jof his most important people 
[a |moved to the Gamble agency (AA, 
|Nov. 4), and on Oct. 31 the first 
of the agency’s smaller accounts 
began drifting away. 


 — aettts mace wan auvestns anu meena 
are wondertul gitts to give... and tm hint tor! 


OPEN SEASON—On “Disneyland” 
and in this color page in Life, Dec. 
9, and the December Better Homes | 
& Gardens, Reynolds Metals Co. 
promotes its Hinting Season with 
Hinting Licenses (available at 
stores). Clinton E. Frank Inc., Chi- 
cago, is the agency. 


® The crisis came to a head earlier 
this month, when ATA began con- 
sidering renewal of its promotion 
for airmail, air parcel post and mil- 
itary travel, a campaign which has 
been handled by the Ryan agency 
continuously since its inception 
seven years ago. 

With several agencies working 
behind the scenes to get the ATA 
account, Mr. Ryan telegraphed 
that “due to ill health, it is with 
deep regret that I am forced to re- 
sign your valued account effective 
Dec. 31, 1957.” Upon receipt of this 
telegram ATA announced that the 
account and the personnel who 
have been working on it will trans- 
fer to the Ketchum agency and 
that Ketchum will open a Wash- 
ington office. 

Liquidation of the agency at the 
end of this year ends a career in 
advertising for Mr. Ryan which 
goes back 43 years, to the old Ry- 
an-Tubbermint agency in Wilkes- 
Barre, Pa., which handled Inter- 
national Correspondence Schools as 
well as a number of industrial ac- 
counts. 


‘Reader's Digest’ 
to Launch Western 
Edition in April 


PLEASANTVILLE, N.Y., Nov. 26— 
Beginning with the April, 1958, is- 
sue, Reader’s Digest will introduce 
a western edition, offering adver- 
tisers a circulation of 2,000,000 in 
seven western states and the ter- 
ritories of Alaska and Hawaii. 

Page rate for the new edition, 
which will cover California, Ore- 
gon, Washington, Idaho, Nevada, 
Utah, Arizona and the two terri- 
tories, will be $7,000 for b&w and 
$9,000 for four-color. 

The editorial content of the 
western edition will be identical 
with that of the U.S. edition, the 
Digest said. Josiah B. Thomas, 
with headquarters in Los Angeles, 
is West Coast manager, and David 
W. Cogswell is manager of the San 
Francisco office. # 


® As the Lewis Edwin Ryan agen- 
cy here since 1926, Mr. Ryan op- 
erated one of the few Four A's 
agencies in Washington, with na- 
tional, regional and wholesale ac- 
counts and a billings peak of about 
$4,000,000, reached two years ago. 

Unlike most Washington agen- 
cies, the Lewis Edwin Ryan agency 
did not solicit retail accounts. Cap- 
ital Airlines, which moved to Ken- 
yon & Eckhardt Oct. 1, had been 
with Ryan almost continuously 
throughout the life of the airline. 
Other accounts handled by Ryan 


Elects Grammer, Young 
Beech-Nut Life Savers Inc. has 

elected John A. Grammer and 

Gordon C. Young exec vps. Mr. 


Young’s responsibilities include|in recent years included Wilkins 
advertising, merchandising and| coffee, Hunt’s canned goods and, 
over-all promotion; Mr. Gram-|for several years, the Chesapeake 


& Ohio railroad. The famous 
“Chessie” emblem was developed 
by Ryan. 

Liquidation of the agency is be- 
ing handled by its comptroller, 


mer’s, production and research. 
Prior to the merger of the two com- 
panies last year, Mr. Young was a 
director and exec vp of Lifesavers, 
and Mr. Grammer was vp and gen- 


eral counsel of Beech-Nut. Preston B. Coiner, a longtime as- 
sociate of Mr. Ryan’s. According to 
SMELL Mr. Coiner, all Ryan personnel al- 


ready are located in new situations. 

For the past several weeks, Mr. 
Ryan has been in Jacksonville, 
Fla., recuperating from a heart at- 
tack which he suffered last June. 


THIS TEMPTING 
HOT CHOCOLATE 
DRINK! 


Cai 


s When the Capital Airlines ac- 
count left the agency, he told Ap- 
5) | VERTISING AGE he was not permit- 
}} ting any of his staff to go with the 
account because he was deter- 
mined to keep the Ryan shop alive. 

Despite his assurances, however, 
there were reports here of dissat- 
isfaction within the agency among 
personnel who feared for their fu- 
ture, and soon afterward two top 
account executives—John F. Har- 
die Jr. and W. R. Doores—and the 
agency's radio-tv producer, Wil- 
liam Green, shifted to the Gamble 
agency. Sam Hunsaker, who had 
been account executive on Capital, 
took a position with the Miami 
Transit System. 

The group which accompanies 
the ATA account Ketchum is 
headed by Walter Kerwin, creative 
director and account executive. It 
also includes James W. Steele, art 
r director; William Bodenhamer; 
ch Tt ’ ’ 
age i “2 ret * ag te | Sam Patterson; and Rosamond 

4 *| Bates. This group is also expected 
Weiss & Geller, New York, is the to bring some of the Ryan business 
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HOT SOFT DRINK—This ad, chocolate- 
colored and scented, ran in New 
York newspapers Nov. 19 to pro- 
mote Yoo-Hoo Beverage Co.’s 


agency. along. # 
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Gannett Buys KOVR TV Outlet | 


Gannett Co., Rochester, N. Y.,| 
has signed an agreement to buy 
KOVR, Stockton, Cal., for $1,100,- 
000, with the owner, Television 
Diablo Inc., remaining committed 
to repay its outstanding indebted- 
ness, approximately $2,000,000. 
This is the first newspaper, radio 


Quaker Uses More Car Cards 


Quaker Oats Co., which has been 
using transit advertising experi- 
mentally for the past year in Atlan- 
ta for its Aunt Jemima Corn Meal 
Mix, is extending the campaign in- 
to several other markets in the 
Southeast. John W. Shaw Inc., Chi- 
cago, placed the Atlanta advertis- 


(000 omitted) 
Air 
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Hotpoint Co.'s 1957 10-Year Forecast of 
Major Electric Appliance Factory Shipments by Industry 


or television interest Gannett has|ing through O’Ryan & Batchelder Cabinet Custom Refrig- Freez- Condi- Water Dish- Dis- Auto. Washer- TV 
acquired farther west than Dan-|Inc., Atlanta member of Mutual] Year Ranges Ovens erators ers tioners Heaters washers posers Washers Dryers Dryers B&W Color 
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“Good Morning” Newspaper 


FINE PHOTOENGRAVINGS 


fourence 


INCORPORATED - CHICAGO 


547 SOUTH CLARK STREET 
WABASH 2-6284 


FOR OVER 25 YEARS 


WRE YOU RECEIVING YOUR FREE 
COPIES OF “LAURENCE'S GUIDE FOR 


PHOTOENGRAVING BUYERS’? IF 
NOT WRITE OR PHONE TODAY 


(Continued from Page 3) 
dustry will ship a 10-year total of 
9,200,000 electric ranges, 10,700,000 
built-in appliances, 43,700,000 re- 
frigerators, 10,500,000 food freez- 
ers, 27,700,000 air conditioners, 
7,900,000 electric water heaters, 7,- 
400,000 dishwashers, 8,500,000 food 
waste disposers, 38,000,000 clothes 
washers, 16,000,000 clothes dryers, 
10,300,000 combination washer- 
dryers, 53,200,000 b&w tv receivers 
and 43,100,000 color tv receivers. 

Total value of the industry ship- 
ments, Hotpoint predicts, will ex- 
ceed $85 billion in the period from 
Jan. 1, 1958 through Dec. 31, 1967. 


® Hotpoint breaks down its pre- 
dictions by products. The company 
believes, for example, that sales of 
free standing ranges will show a 


decrease from a high of 1,000,000 


Shows 9.3% Downward Shift in Sales 


in 1959 to a leveling out at 900,000 
a year beginning with 1963. Cus- 
tom ovens will show a steady in- 
crease from 500,000 units in 1958 to 
1,600,000 units in 1967. Present sat- 
uration of built-ins, Hotpoint says. 
is only 3.1%. 

On refrigerators, Hotpoint pre- 
dicts that by 1967, based on 58,- 
200,000 wired homes, the industry 
will ship 5,100,000, of which 18.7% 
will be net additions and 81.3% 
will be replacements. 

Hotpoint foresees increasing 
sales of color tv receivers from 
300,000 units in 1958 to 8,500,000 
in 1967, with b&w sets showing a 
decrease from 7,350,000 in 1958 to 
2,600,000 in 1967. Its color tv pre- 
dictions for 1957 show the same es- 
timated shipments—but later by 
one year—as in 1956. 

Hotpoint’s forecast was prepared 
by its central market research de- 
partment. + 


| 


Baldwin to Manage WCTN 

John M. Baldwin, vp and busi- 
ness manager of KDYL and KTVT, 
Salt Lake City, has been named op- 
erations manager of WTCN and 
WTCN-TV, Minneapolis-St. Paul. 


| Both station pairs are subsidiaries 


|}of Time Inc. Mr. Baldwin has been 
| in the broadcasting field since 1922 
j}and was instrumental in putting 
KTVT—one of the nation’s oldest 
joommoretal tv stations—on the air 
|in 1948. 


|New York Rubber to Lupton 


| New York Rubber Corp., Bea- 
jcon, N.Y., has appointed John 
|Mather Lupton Co., New York, to 
handle its advertising and public 
|relations. The company specializes 
in conveyor belting, package-han- 
dling belting, power transmission 
belting and inflatable rubber 
goods. 


Hotpoint Co.'s 1956 10-Year Forecast of 


In the first 10 months of 1957 M ' El tri A li F t Shi ts b I d t 
ae Retailers point Denver Retailers placed 9,707,- ajor eciric Pp P lance © ac ory ipmen Y naus ry 
the way to 476 lines in the Rocky Moun- 
more effective 2 tain News. This was 42% of all (000 omitted) 

: retail advertisin laced in Air 

media selection Denver enc trens ie Freez- Condi- Water Dish- Dis- Auto. Washer TV 
for you... Media R ers tioners Heaters washers posers Washers Dryers Dryers B&W Color 
\ ne Reseres 1000 1600 875 413 600 3,250 1,200 133 7,025 175 
Represented by General Adv. Dep't., SCRIPPS-HOWARD NEWSPAPERS 1,000 1,750 925 500 675 3,400 1,363 186 §67,050 300 
1035 = 1,900 950 627 759 3,500 1,477 243 +=7,150 450 
1,040 2,200 1,100 745 834 3,500 1,591 319 7,000 1,000 
1040 2,400 1,250 875 947 3,540 1,728 425 6,500 2,000 
1040 2,700 1,300 1,040 1,070 3,590 1,883 527 5,200 4,000 
1050 3,000 1435 +1185 1,204 3,724 2,045 662 4600 5,200 
1,070 3,300 1426 =1,325 1,327 3,800 2,200 731 3,800 6,500 
1,110 3,500 1,517 1,470 1,407 3,800 2,300 797 =63,300 = 7,200 
1,170 3,700 1,574 1415 1,623 3,800 2,300 951 2,850 8,000 
1,250 3,900 1468 1,750 1,726 3,800 2,400 1,281 2,500 8,500 
10,805 28,350 13,145 11,132 11,572 36,454 19,287 6,122 49,950 43,150 

Hotpoint 10- Tons Appliance Forecast sherman Joins Radian 

Radiant Mfg. Corp., Chicago 


 sceeniile products manufac- 
| turer, has appointed Milt Sherman 
| as merchandising manager. He will 
|handle ad campaigns, promotions, 
conventions, store displays, special 
presentations, contests and sales 
aids. 


S-D Surveys Moves 

Stewart, Dougall & Associates 
and its affiliate, Crossley, S-D 
Surveys, have moved to new quar- 
ters at 405 Park Ave., New York. 


G EE [ Maybe | should 


switch cigarettes!” 


Commercials on WGN-TV have 
a way of getting results— because 
WGN.-TV programming keeps 
folks wide-awake, interested— 
and watching. For proof, let our 
specialists fill you in on some sur- 
prising WGN-TV case histories 
and discuss your sales problems. 


Put “GEE!” in your Chicago sales 


wt WGN -TV = 
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“Ad Age keeps me 
aware of 
my own business... 


LA 


says DON PAUL NATHANSON . 
President 
North Advertising Incorporated 


“An advertising man is a multi-business man, 


depending upon how many accounts he has or is 
DON PAUL NATHANSON 


eon. hedese he cieceill Sieh admin tinege interested in having. And since time is the limiter, he . 
rated in 1955, with about $10,000,000 in billings, Mr. a 


Neshansce hed ot lenpectsive cheenr te advertising, He must choose his reading material carefully to be sure he 
had by then achieved success in his field both as an adver- 
tising director and as an agency executive. While direc- is keeping aware of all the new developments of 
tor of advertising for The Toni Company (1947-1952), 
Mr. Nathanson fathered such now-famous trade names importance to him. If he is like me, he relies 


as White Rain and Deep Magic. Today, as head of North, 
he is in daily contact with the advertisng policy de- 
cisons for all of the agency’s accounts. In addition to 


its headquarters in Chicago, North has offices in New ° Pras 
York ead Beverly Hilla. own business — Advertising Age.” 


Mr. Nathanson has won the Silver Key Award of the 

Minneapolis Junior Chamber of Commerce for meri- 

torious service to the community, as well as numerous 

me awards from the Chicago Heart Association for his efforts 
in its behalf. 


upon one publication to keep him aware of his 


impoilauil to 
impottawit: people 


200 EAST ILLINOIS STREET + CHICAGO 11, ILLINOIS 
480 LEXINGTON AVENUE - NEW YORK 17, NEW YORK 


if 


feed 


Mie] 
gee 


1 Yeor (52 issues) $3 


i Eg en aaa? eh) ee ir ss TP ey ee ee). ee ER mm ce se Nuevo ng B=, OE Sheet Oe ah se Me Tae oe cae Tne Se ee ee ee ee er... "aa rE ete ec ye eT Be ee eg eg a oe 
er ee ot Ne -.08  eor am. Bt Bc, te Ree i op PR oe ee ee Ce Pe pet Renae es Soom Bors ee oe Bee ne en ee 
Kee Cie ee Bes aia i ee OS ee J ea tea — bbe Tee: tg cee ee Beers, Type: me. = 2 ner ease 2 ~ as aaa sieales mE tee a aa ae Ee SE Mery eee eee as shee 
Ree gee ee eat: aap ee ee ne. Eee SO ie) ogee, tae Wee enon er ene oe he eee i ie Sy eR ig iat ere ae ie ieee, 
foes ge si Se 2 2 Re eee Ei ac "ER ge eee ieee i ra Weer eee Senay) eet ees enim ne ee ae let Nes ul sig iia ot ring Moi tiey anu Bei 4 
ay ie: 
= ; 
ie 
ie 
nail ee ae 
iy ald = 4 a 
an ‘ a a, 
eet aes age ae 
cae — Br ag 
ie — oF 2 
ae: ae epee 
=a Be oh aoe Ne 
ois | a x ae 
ee Bese el aes 
een Jae ane ere 
een me se 
ates or. = eee 
ee Souls ieee one 
eee + Bie s 
ara. * ie 
oan — ese eh" ce ; 
ae - *~ ; ‘s a 4 Ye tt 
Fit _ 7 ’ r “ F eae & Vs : eee 
i, eed & s < 3 ‘ — ee 
one 3 ys a ia ‘ tee 
a ie) . 4 _ = hae 
ae ‘ “ a ear: — = a 
ae a _ i. y <i ee See 2 
ee : } ae 
ies lg ma ” Rn. 
a ~~ ah ia 
B a e: 2 oe gli Fis 
ie " * 4 é _ pat 
ei i : : 
3 = ~~. 
= k 4 
a a Pe 
Wc tc fet 
a " 4 aie 
= : gat art 
che 2 . i pir, - 
oe we oe 
Ber a mana co ce. 
fic’ ; : ey oe) 
Beas s a Ee oe: 
“es Ge P eS ee re = Fee 
fy q — ese a 
re . . ee oy Seat 
ae < oo i Bem ce ee sage 
ee : 7 . ripe Se 2a) 
~ = 3 SC Oo ae ro _ 
Be c Bs r os <i a ee oe ae ee: 
ie a aie at enh ey “a eee ee 
an et — re epee poe 
Sees Re i ‘i © VNR eh eee ae Ss oh 
ett “ SSS eee , y a A Yi I it ie : ag 
ire ‘Sa 4 ame “a a 2 iH . aie Sy 
3 F. . a = a F F 
Pir 28g ; ” ns 2 ’ ‘ 
ony 3 a 3 u Fay 
bs. i. ‘ ae ey 
wae ; ig ue “4 ¥ is - : 
es s nee mae * ws . 
a : : € , 
a ra : ee ¢ : ae 
= ae te : : roa ag : 
‘ eee a ae q 2 d it 
7 a = ier ee ; * " i Le +; 
a me 4 ee j ; ae Be 1 
‘~ : 4 é ws jh Sa x wie ‘ee a 
Be ks o ‘ 4 ae _ = a igh a 
ea aa id ¢ - @ 4 i en al cs i oe Oe, ee ae 
oe. Aa “i ‘ - i ka for © Ee pe 
8. ” ie Ee 4 a a ss i = Ie : i eo) 
“¥ ae ee i : a i 1 ; i : 
; : o ae i a Pe A Pe i : 
ee ive *y 9 * Sie a aol - 
= ae P; oo eee. 1 " W's 4 es” ‘ ae vty J a. PP es 
re Be ? : ; ‘ 
ote ie 
se 
"ape 
Pe: 
ia 
be 
ee 
2 . 
ef: 
re 
rs 
me 
: 2 
a 
: 
ee ‘ 
es 
; 
, ee : 
| d idvert is} 
1Sin =e 
: e Ps ae 
ms ‘ ° > ™ 
+ ‘. q Y a ° f] 3 
ABC Boars Bes , I : 
£ Ob Ey —. - | 
7 Mew Rae | — |] Sears, w, { 
L iy . Ward Cay 
mea iN Dows Pormeats TV Sponsors 5 adi Hl 
Ome =. on . More fh Pe ing ] Ss 
~ > or Sa 3 
A ee ys Peay nia he Malin, ~ “ame Show, 
‘ ey a ay ae as SPs +0 pad } é 
; 2 tess Medes | => te > Switches — / ; 
ane SSS5 Lome | Sle ty SS 
ae erg | tS J om tay i 
: ee a eS 0 / ate j 
SP sist Ente SS StS et New See test ‘Sonne | 
fie SS Fite SSE Sse! ay = | ; 
tte wees | SP is Sts Ss SS — | 
: S‘22ce SSS SS) oa s 
an 2 8s, eg eS ee Se + ee ooo _ ~~ 
Le a ee es SS eS LL es] tan, oe : 
=. SS ; American Wig, Sr PS Sh ee Ss 
3° & . -o-. = . tm “ = ~~ += 
‘ SS. SS Maly SS te 5 [ee ee 
ce STIS Mey = SS SSS : 
~~ hee ee ee 
2° Line Se SS ee FS 
© ee 2 te. ye : 
‘ Os re “Te we, ee Se eS | eel 
' * eee SS epee See a Se 
j “SS 
cs SS oe 
z 
7 
fa 
@ - 
an. 
“ 
fee’ 
nae rs 
7 i . . . | Gas 
cee . n aie 
eae ee Fe an Te pe ee SRO es oe ST ee ee ret ee i lS i ga TPO ag nee 0 gaa, neath : -aemasne mai rear ams winner Tommie ieee Si aA Tah i ier aie aS i oa eC ke ican oo. let = Top 
Meeks . See re ee ere a i ee eect e ee Pe ME ee eee ee ae i ees aa Fate lg ee Sate, See as ene ee tat ee 
agen We Fs ai" aches a a NRT MN SRL ED BS Zt gre (en eee Rigi Wea 1h are 5 ra ere as ts keenest Tg eee. Trae Pea i ae ws. eos walt e pene joe See FIM IL «SAGA RS ont Se ee re ok ee le ee 
eg ee ep a eam ee ec Ts ee Nk ie rnd em eS a a erg a Be iy eee Mba ee Ol re fo ae 2 
vas Re nasa a Mant. aE wet SE Sh I Noe Sa SE RR SE sae Se aE SE cls etme an Se ee eee ee eee Cae SVG oa i a ear Ree eee. 2 aaulliny Miia ae ee BAe ee aie ey Bee ee Mee ys Se) eee Gn ee 
pies = TT ko RRR tay een. Cay Maer, Apr ee aS ect en et oe ee ee ia ae ty Coe ee ace Cb TS 8! Ee = ae { pe i es ke age eae Meee rp Oe Ae ees rare eee oe OS Eta ede reat mi eae 
“i (oad a era GME me eA NS Mic nce. Sn 1 oa ot a cA a uncer alge ted LCT OW Ale MELT nce er te Pot ee dees” SOOM, enn sy ty aT aay Rh aes. Sc. le Ce ee pea ate SRR <1 A A SN Tg ee a amp tga 1? et eae ee emaere tal wea hie 
a : cabal Bg eg ice GS a at Se gallon tie aati om Sgr em tA <phase Stam Lae k= ely 196" eran ct BSN ME a a ie Ed ees cen inte tlle gle Pace TU TS es a eS Sa ar a age re Es He oat as Cpe aah 1S De a 0 ee ra Ae? Fee eet hy ie ae 
a eee ee mee mE er ee ee i eee OA ae ew i ee. | seat Sa Ske ST oa 
. . x i = “2 = = yi b aa 2 = <, oe ons ss 


pd 
a : 
: 
ee 


au 


vw 


smile 


Cyro 


\ 


\ 


\ 


= 


Ie he 
si 


cisco 


~~ 


ve 


San Sion 


— 


2 
= 
x 
s 
ES 
2) 
at 
2 
aa] 
S 
3 
ee) 
i) 
E 


Bor ee eyo!) ir rence oe MRE Ee fA tte ors hs ES 
(a RE i ot. ois se nS A ace Teg ee ear ee pe a ieee irteaat< te SO SS be ae ea 
a 2 ietyen ee) i  eeee Le | ce AN RAR a aia setien OS ge OR rtee  *  S O eae is | ee ee: i a) fai. orl Ee BiG ee” erie = eer a fe oe aotearoa a = 
iY Ae oe ee Sa Hy wt PORES. ys oye aay 5 a ee Oy het, oer ay ti. Se a Oe Jf. pee a Saree oe hd se eg eee ae Me ee UES gare 
es Ris We ok ne ea ae Ay ere tee - He i i eer ies se ce aoe Meron Tae es oS. ? 5 eee _ ; Bese tee : : es og i Fae Z . SP cat “a tee o - a at tee a ae is " 2 we . os : Bee os 
8 EE See eee ho oe oe ie a ee ee pers Oak oe See Sa oar ye is a? ie ai Se et Pehle 2 fe Ras 
ai se ee ero aes Pe ee er ASL aaa a eee BR er os See pa F oe > Rar ee a see oe 4 ; . 
RNR Nee ee eae seis ee a ee : : F . : ‘ 
: ibaa ns : 
ae 
ae 
a es 
aii , 
; iain 
Bling 
eee \ LF 4  ¥ f. 
ae 4F fs & a. 
© a . ; Ms 
4 s \ } y ‘ ‘s ¥ to / 3 4 AY - 
mS \ SRR FO» Lig \\ ae a Ree Ws de hoe 
188 ae \ a 4 pb i — : ’ ; ~~ Sad a = ; 
Sa wren - oe an; = 4 OF ath i ok 4 “. S' Ss rigs ns ak ew i” 2a 
Seige \ a Were i re ee ay 4 ee ae ~ glee —* ae cage 2 Se Ret as < 
Kooy _ ei aaien A Saco eo a”. ew Wee. > ie Pp: se 
ge Fane OO RNS tee Sl . . e ona cE eee 
a 7 my \ 'Y <. —_— oe ee a. vee OD Le Ge: ee Ps. ~ > ets bens st aaee~s ts ete 20 
aR Se 2 a ‘ a oe — sf. i “ge. os) a a ee Sea ia te > a See 2 “ *3 . : 
. paste ee < Seo, Si GB RE SS ag MgC yes > 
‘a age Se ee a Sa. Beg te fo. oe ee - a cos. POE dae Tee i a SS i: 
26) eee 1 ae ge SRT eS. * rr > gees ee Rage eee SS x 
at, . Goat » ae we: taiete Mebtee ee Do) Sy a Sot Ries 2 Soe eens Sy 
Poo: P..2* coe aie oo ges: Bore ree eee ae 2 » ip : eh eat cripple AY ee NS 
ag “J = Ae POR: A oo < ne ee ae et oe bin aes 4 tf / ‘ed pre x Pas } . 
vee we 1 pa ee eS ea 2a tes ot Si Ra te a ee P i aa } 
ee A44 xe rf! a" 5 . - i “38 *, Sere Nee aes Po: fj eS igs make 
ee i hae FERS SSE es : 1< % al, ‘ 
2 . els Peake 9°" ag a ; ‘Gaeeee * 
. . ae . A 4 Bear Va : . oo 2a pe. be 
age Say noe. *: oe 
- ot as oe 
aan SA Te on 3 BERS cada 
- oe Fe AD 7 “+ Pee 
| Sea cS, <? ae 
aC, - ee . SERS 
wis oe eq 3" = a: Ma oss 
+ es An . ee. tr Re 
‘5 por <p eae Ae tt by 
oh es Neer nt uae sk A 
rs os te. rate’ > oat Saeea. Tsay 
<< i oe re *% s ~ ss 
» uu Tol < _. fe ‘ a 
ae o> ears ep see 
: > See Se. 
J a = a é See ATE 
Pe “SSE: SIAR 
ee SS er =. 3 koe 
oi Sole OW 9 SEE seg? 2") i 
ee Cs LG st lee 
Le SS a SP ge. ae Seeks 
Oar fee lS. 2a a: ee 
ee o, ase pee i 
Sar ) Sea =. 2 mar. & 
"oS ees | 3 
a) eS eee ees 
= as >. * - Se +h) es. oe > . vs 
we. emo: <oee oS 
Seo 3 ee 2 ~ Sear s Bee > 
is . Sees ; os BR : 
2 . Be: 2.50 > eee PSs: Sie: ; 
: 2 eA ee 4s Sexe 
. 2 ee tS Deg 
2S ee od 32 
“ . Ses re , Pama Ot 
) Bees . 
' . i: eee +. “3.2 an Lan 
pi Ll” SSS pee 
el eig SR ee a “22. 
me ees oS a RO SNS [% * { $ rae | 
— : SSS va’ boa “or oS. 
= im Pag ean wr on =| es 2a 
: SS es Lee “Je yy a 
or. z ~ 2 7 2 — ‘ 
P aS Bene a ‘ i oh 
Be. 2S Rate SS: A 
iy pave >. an = aie. o 
eee See , 
oe “Ft Shea i eee OS 
a es A ae | ee 
| * 9 Sass * meee 
a ta ES “eee | 
: © 4 aae ae meee : + SS . 
zi re 2 <a cere. Aye | ye > - a 
a “S- e peo > ee “wae wee 
Ras See i See . eA . f 
a , Ie. rT. , > Sa ‘ N 
: 6." ve: Ss BF ’= aaa 3 a f 
ES eS es { 2 de (a by ER) 
La oor See » \ _ - =~ Rey J 
eS: eos ‘ aS Ni 
“ ei oe song Se 1 pS tz, : 
ee SS Saas ag : 7 Sime ; 
ee OSs ree Rg Aa ae i =”. r. hls 
tats 1 Rete a Jer t +| . os (Sree - pa ; 
eee Bet. ieee 4: ee . Sa < See 7 ~¥ Tae ' 
Beate a a 45 <A f vee ik 
pores OS te. ae eS - A See ex 2 , 
Sy here e - oe Se psy ' . eee 
ena + LS eee, gee. oa ’ = 
faa BA? Sova sti sie Te m 4 
; ee cae ae “ 
: 2 a wy “+e 
: 54 es ee 5. Ade . : 
at \ Pee oS ts 
a as ab 5 oe ae er = ot i: is 
ee. ? E. # od et 8 — fe! 5 
» ons i. it +e La y eS > 
we as, ‘> re ; ass fo. Sige — . ot = 
Se ae i's = a ey a te =. : . oa 
: ; oF: ears a ¥ ies Soy 7% 
oe 4 io ry . aa ee mt tieee te “oe 
ies , aN | a. ees ee iy 
raat os a ne ‘Grae A” Sgn : Sea ae 
Lawtiee q + 7. ee se Sa f 8 ov S 
ee o gio Te re + fine sy a eS bl 
se ile - et ers . ee os ate ¥ ag ts oe 
iehas " eae eat iz i + . ae Leet, Ws 
pein aie # eee, < edt: A > hae oD 
Ses : Paks. : af ee BPE Pe leas 
Tat es Rr os ce Geiss st we. ns 
ee oan 2 2 rt » tx ps i y - pale 
ae 4g ae rad wo Cae ge 3 ite" Ge. 
Pie hte : 7Y Ae ; ee a Paes. 
a aS a * e a a ee. - a NS 
ae ee as a es. 4 eee “Se. Si 
eee — eH ae Rs. “gisoe Ney f 4 
ae : on eo BRR oe 
Pe fake eh “3 2 a * win a é 
ee — coe | \“ tM ee ’ ye 
ie ee ee " OY ee yey or 
Ce ne or Pie-S oe * 9 ae ges p 
reg! ug || ae ahs, b ; +5 ier j 
3 awe + a _ ce te 
pea > \ oF eo ee ees ORG 
iy \ \ apts ee oC a ee eS pee Nac 
est \ 1 eee oe: ct Eee a | “gee 
nen “Net +3) 
wee ES ik ae ¢.* 
32a=—\ <r ws 
oa \ $ lata 
| Peek. +f \ Ry oe (ae 
} | j ' iy, * ae aoe © 
. | ; 4 | \ | Aff te 
J } J —-—— \ ote, of" 
a eh o . 
Bees 
\ ae r 
_ —_— = ee 
eannana eee ae hay x 
———————— eas, he. 
me . weit .. ee iv 
SE geviion, pre aed eee ie 
a oe: 7 : * 3a Pa 
a ee a ee or aa 
me og : ‘ 
35 ~ Geet <2 ae oe SS-e 2) 
Pea eae ond Se ASS Ppa tt ae 
ia ws yi ~24 Mr PS ee ee 
Sick ars | _—e Bue - 
ne Se <a 
sii Sg 2; i 
= (ae i 
[i 
#AER . Feta ‘ ‘ 
: > hs ws: NE eters i 
: s ‘ Z i ————aa } z *- > ae 4 
> Se aes a 
oo ae. | Sa nes tee, 
is “a ~ ga s%, x a ae 
Bat ‘ A te - , me ae cea . 
‘ i SI > fe a - 2 ey 
.. fe. ge 7 &s Ko Paes i, ty 
—— TE ae 2 
am SS See eee 
a = Paras pee rh 3 
ee ee: Siler A S Sees ae ah a 
mee SS £2 Re ake ss Te 
gi he ‘3 " . 4 Se VP oe 
a es a ee 
eS ' 3 fee = 25 BESS at a 
Nia § | % shores > ae ’ 
ne ee e i & wee? = ten 7 
efi a : ie es oe ae 
po 4 =. ne gue Sy Des aeP 5 
ai <9 5 : Z. Bed (x. 
ey ate - 
Se —. i er 
= Tone J 
ae Wes ae > © 9 r 
‘teusae AS ‘ 
eee ig 
ees 
uN ° 
_ 
oe y yy j et oe ee : he : aN i ? i at rat z : ae eR et rian | ae aig gee ee a = pe At oe se : oe wid 
3 ome : oe ‘i er ee ee ~ ve wy oi Raa Seem earth Pe A abies ioe aera Te eae, Case ig ae eee ies: bei a ‘ mR Camm yg) 9 pe 
Lay oes : Se ee ih toe : Peni A 6 aE 7 ee eo emmy ee ar a @ 
we ee eae Sa ar ae ae era a S a Bo on ee ee ee er ee eres ee ae Re pies cee Cn ocean ea ee! ao item aoe. ee on aa 
5. eee Reread Vee Seve dese A lesa eS cera 6 SRNR CTS z a ere teh ene eat oe ch es Aaa Sheree a [ae Me hit ana ete Aare 
4 2 pap haan Ean ae aera en ee Tele den a a 4 enemmeee Sos eS OES STE SEE PRR PE A gi a nae a mre = : 
areas ee ee eee See eat a Sd eee ey Ri a ck ene ie fis ait Se eae a Wa eta pe oe , 
peas v0 a ee le SRT Ree eo: SEE aR ee pe eas Be Oe ey ga aN arg e - 


